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1 . 
OBJ.t.CTTVE AND SCOPE OF 'rHESIS 
The primary object of this paper is to study the public relations 
programs of Greater Boston Banks, in comparison with the public 
relations programs of banks in other regions of the country. 
The supplementary object is to study the i mprovement from 1942 to 
1952 in the employment of various media utilized in bank public relat ions 
and publicity programs. 
Banks have been selected from among the many modern business 
institutions bacause: 
1. Public relations programs (as the thesis will show) are 
generally ~ in the banking world. ~ e can observe public relations 
programs not growing out of an older "advertising" program, but star ting 
afresh; and we can observe the course of a public relations program 
availing itself of modern methods from the start. 
2. In the vast field of public relations, only banks offer enough 
material for study (see Bibliography) and by their nature as well as 
by fairly uniform banking laws, restrict discussion to a li~ited field 
of similar problems . 
SOURCES 
Besides making full use of the published material on the subject 
in both books and periodicals covering the last ten years (1943-1952), 
the author has obtained the available reports and literature of leading 
banks in representative part~_ of the United States, and has followed up 
or supplemented these where necessary with questionaires and personal 
interviews. 
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SUMMARY 
The first two chapters are devoted to a brief study of public 
relations in general and to the reasons for the adaptation and stepping 
up in recent years of the public relations programs of industry in 
g,eneral and banks in particular. 
Chapter 3 is a discussion of the media commonly used in the public 
relations of banks, as disclosed in publicly and privately printed lit-
erature on the subject. 
Chapter 4 is a more thorough-going discussion of the public 
relations of specific banks, in which matter available to the public 
has been supplemented by questionaires, corresponsence, and personal 
interviews. 
Chapter 5 is a discussion and evaluation of the evidence presented 
in Chapters 4 and 4., together with the author's conclusions. 
Several appendices., in addition to the customary bibliography., 
present related material, or fill out the picture sketched in the body 
of the thesis, for those who may wish to pursue this subject further. 
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INTRODUCTION 
1. Definition 
The Chinese philosopher Mencius (371-288 B.C.) once remarked: 
To win fl. battle, three things are required -- favorable climate, a 
strategically advantageous position and good human relations. 11 A 
strategically advantageous position is more important than favorable 
climate, but good human relations is the most important." 1 
Public relations itself, as mentioned by r1encius 2300 years ago, 
is nothing new. The business of getting along well with other people 
has occupied the attention of human beings throughout histoFy. All 
our organizations and customs are based upon a careful study of the 
need and the means of sa.tisfying human social wants. Ideas of these 
needs and these means have undergone many changes in the course of time 
and varied human contacts, and at present take a form which we call 
public relations. But they are basically the same ideas that led people 
in earliest times to form themselves into tribes, cities, states and 
nations. They represent the struggle of man to satisfy his needs and 
wants. The only difference between the meaning of public relations 
at earlier stages of human history and the meaning which we give the 
term today is the greater complexity of modern social relations. 
We can consider public relations then, as an art and a science which 
1. From the Chinese classics "The Four Classics" 
l t ~ J. •· jc_ ~ ~' -b_u :t~i'J 1 :trtJ-:}j 
/. " 1\ in~~ "1o · 
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\ 
deals with the difficult problem of how an individual or an institution 
can 8et along satisfactorily •nth other people and institutions. The 
status of public relations is the measure of the extent to which an 
organization has adapted itself to its social, political and economic 
environment and interpreted itself to society, consciously or not. 
During the last two or three decades, whenever business experienced 
its greates growth and faced its most bitter trials and attacks, 
management sought the active help of good public relations in order to 
win the interest, develop the good will and sustain the support of the 
general public and to enable business to survive and grow as a free 
enterprise. In the course of this struggle, along with production, 
distribution and finance public relations has established its rightful 
place as the fourth pillar of support in management and as a special 
management function and activity. 
The success of this struggle, however, depends on public confidence 
and public understanding . 
Public understanding is based on the dissemination to the public of 
prompt, adequate and truthful information. 
Public conf i dence , on the other hand, is earned by the way an 
institution formulates its policies and conducts its affairs in the light 
of those policies. Policies are set by and should be the first responsi-
bility of top management; whi le in carrying out its policies efficiently, 
management must constantly explore new and improved methods to convey 
to the mind of the public in simple and understandable terms the vital 
roles of business in our economy. 
5 
Public relations is not the doing of deeds -- it is a mechanism 
to report deeds already done . It cannot for long convey good i mpressions 
to the public if no good deeds are ever done . It is not a cure-all 
for the ills of business: it is a business thermometer. It is not a 
white- wash: it is a truthful exposition of facts. 
Good public relations is therefore a combination of good conduct 
and good reporting . 
Public relations as a science is a relatively new subject. Up to 
the present, there have been several definitions of public relations, 
none of which has yet been accepted as final. The following are both 
substantial and illustrative of differing concepts of public relations. 
For the purpose of this paper, considerable emphasis is pl aced on 
the last t -vm definitions, which represent public relations as visualized 
by banks . 
"Public relations is simpl y a name for those activities and relations 
of ours that are public and which have a social significance. 11 1 
"Public relations is not something that can be bought like a 
t ypewriter or sus ended like an order for raw material. It is a way 
of life -- expressing i tself every hour in attitudes and actions affect-
2 ing workers, customers and the community." 
11Public relations is the management function whi ch evaluates public 
attitudes, identifies the policies and procedures of an individual or 
organization with the public interest, and executes a program of action 
1. 2, p.l by Professor Harwood L. Childs, Princeton University. 
2. 2, p .1 by · cGraw-Hill Publishing Company. 
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1 
to earn public understanding and acceptance. 11 
nPublic relations seek to endo\'l a corporation with that which 
2 
in an individual would be good manners and good morals. 11 
11Public Relations is interpreting your organization to the 
publi-c as favorably as possible, but truthfully. Public relations is 
an effect. It is a result. Good public relations comes from doing 
3 
a good job for the public. 11 
11Publie relations is the effort directed at establishing our 
institution in the minds of our fellow citizens as a friendly outfit, 
a place where assistance can be obtained for worthwhile civic enter-
prises, as the logical direction in which to turn first when any kind 
of a financial problem needs solving. 11 4 
2. Brief History of Public Relations 
eras: 
The history of public relations can be divided into two main 
5 
I. 18th Century to 19th Centur:y. 
During this period, business asked the public to 
keep its hands off. 
II. 1890 to Present. 
Public opinion reacted against big business. The 
· attitude of business tewards- the public changed from "the public be 
1. 1, p.4, Glenn Griswold. 
2. 1, p.Ii. Edgar Queeny, chairman of the board, Monsanto Chemical Co. 
3. 206, Chase National Bank of New York. 
4. Union Market National Bank, ~'faterto'Wll, Hass. 
5. 2, p. 38-40. Professor Gras. 
damned" to "the public be pleas~d but fooled" to "the public should 
be fully served and fully informed and partly educated." 
This period can be subdivided into six periods: 
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a. 1890 - 1914. Period of accusation and whitewashing . The 
all-star cast included David Graham Philip, Lincoln Steffans, Upton 
Sinclair who turned the glare of publicity on the "cause of . bigness" 
i n i ndustry. 
b. 1914 - 1918. All the techniques in public r elations and 
publicity were turned on the public in the sale of war bonds. 
c. 1919 - 1929. This period was marked by rising prices , new 
competition for the customer's dollar and a new, earnest appreciation 
of the customer's interests. Industry expanded with the gro1~h of 
companies such as American Telephone and Telegraph, General ~~tors, 
General Electric and others. Industry became more social-minded and 
foundations and research institutes were endowed. 
d. 1929 - 1941. This period began with the stock market crash, 
and saw the -advent of the New Deal, and the awakening realization that 
t he interests of the whole nation were greater than tho se of any group . 
All these f actors served to emphasize t he need f or social consciousness 
and public r esponsibility . 
e. 1941 - 1945. All eff orts of public relati ons we re directed 
towar ds the sale of war bonds on a scale much larger t han that dur ing 
t he previous world war. 
f. 1945 to Present. Although there have been s poradic conflicts, 
sometimes qui te serious, between busines s and the publ ic dur i ng t his 
8 
period, we see the r e lation much improved . This is brought about by 
the more enlightened attitude of business towards the public, and ~nth 
the better understanding of the public in the operations of business . 
9 
CHAPTER I 
REASONS FOR STEPPED- UP PROGRAMS 
l~ R8ASONS FOR BUSINESS AND INDUSTRY 
( l) To Meet the Challenge and Responsibility of · orld Leadership 
American business and industry emerged from the second World Var 
as t he greatest single factor in world economy. This accomplislunent 
brings forth both fear and attack from many quarters and nations, not 
only on business itself but on the entire basic philosophy of American 
free enterprise. American business is blamed for the formation of unjust 
social stratification, is accused of imperialistic aggressions and is 
labeled a war-monger . This hostility shocked American business into 
a realizat ion of its challenging responsibility in the future welfare 
of the many peoples and nations trusting it for world leadership , willing 
or not . Business realized that to survive such wholesale onslaught it 
must rally and retain the support of the public, in which it recognized 
both a formidable menace and a great opportunity. For if such public 
opinion could be swung in its favor, its future would be saf e. 'rhus, 
in its stepped-up post-·war public relations programs, business tries t o 
explain to the public the vital part it plays in the economy; the mutual 
benefits in the gro¥~h of business to business and the public alike, the 
former in gr eater profits, the l atter i n higher living standards, the 
nation with a stronger backbone in the economy; its eagerness to serve 
the public better thro~gh better products and services, and its readiness 
10 
to meet responsibilities with gr eater skills and higher standards of 
business princi ples. 
(2) To Create and Retain Goodwill. 
s far as business may assurae, t he public is potentially indifferent , . 
cold-blooded and criti cal. Goodwill of the public is by no means a 
gift taken f or granted. It has to be worked for and won. The task of 
winning falls on good public rel ations. Good public relations, then, 
has investment value. This is the lesson l earned comparativel y cheaply 
by business during ~"•orld -i·ar II. Business spent billions of dol lars, 
either government money or dollars which taxes r educed to a t wenty-cent 
value , 1 in spurring war efforts thr ough advertising which simultaneously 
publicized its trade names and emphasized its contributions towards 
winning the: war to keep its goodwill alive. Business leaders were 
surprised that such advertising actually created much goodwill and 
2 
attracted many prospective customers. They learned that the integrity 
of the company has as much goodwill value as the quality of its products. 
In anticipation of tough competition after the war was over, 
business expected to reduce its public relations budgets drastically in 
the post-war periods. There was a general trend in t hat direction, but 
it was short-lived and ended abruptly. 3 Business had realized that 
upon the goodwill of the public rested the success or failure of its 
enterprise, and that the task of winning such goodwill required well-
planned and well-expanded public relations programs. 
l. l, p.lO 
2.. -do-
3. -do-
11 
(3) To Serve as a Constant Reminder of Good Services 
It is not enough just to offer good services and products. To 
remain successful, a business must constant~ put its name before the 
public and spread information of its good purposes and services. The 
period has passed when companies were small and company policies could 
be fully interpreted to the customer personally. The vast and complicated 
organizations of present day business require well-organized public 
relations programs t o interpret a company's policies to the public 
steadily and systematical~, to publicize the existing services and 
products, and to introduce new offerings. Intensive competition of 
many businesses having equally good philosophies and services forced 
companies into giving great attention to and exercising meticulous care 
over their public relations programs. Through such competition, the 
public is fully informed of the possible economic gains to be achieved 
through using various services and products offered by business 
institutions. In this respect public relations is performing a real 
economic function of productive advertising. 
(4) To Survey the Minds of the Public 
A business cannot stop after merely informing the public of its 
purposes and services. It must diligent~ analyze the minds of its 
customers for their wishes and reactions. This information, when care-
fully collected and ana~zed, is a necessity in formulating business 
policies and programs. 
For such ana~sis, two methods are available - impressionistic 
judgement or scientific measurement. Judgement by impression is liable 
to such errors as wishful thinking, personality influences and partial 
12 
appraisals. Such errors may prove very costly. 
Scientific measurement on the other han d goes to the people 
themselves . Lepresentative groups in sufficient numbers and correctly 
weighted proportions are picked according to geographical area, sex, 
1 . political beliefs and income, etc. Thelr opini ons are polled and 
analyzed . Such analysis will often solve internal conflicts in a 
business organization, for when management is presented with clear 
facts, a reasonable solution will usually crystalize. It may also 
suggest actions necessa~J to meet the emergencies created by erroneous 
policies of the past, and to formulate new policies and actions for the 
future. It becomes the basis on which a company may formulate its 
public relations policies and may be used as a yardstick to measure the 
effects of such policies. 
( 5) To Iv eet Emergencies 
A business , like a human individual, unfortunately is subject to 
unexpected ill fortunes and crises . International tension, internal 
political or economic crises or labor unrest may present great perils 
to the welfare or existence of a business . A business sometimes may 
save itself because of two factors: if: (a) It has a solid reputation 
· built up by laborious years of hard and honest work plus sound public 
relations policies. (b) It has a well-organized public relations 
program and an efficient and mobile staff which is ready to svti.ng into 
action whenever any crisis appears. In this period of great political 
and economic transitions, business usually finds it essential to have 
1. George Gallup polls. 
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sonnd public relations policies and capable personnel to ward off any 
sudden attacks on its institutions and to fight for its right to exist 
as a free enterpri se . 
2 • P..E.A.SONS FOR BANKS 
( 1) Why the Bank Holiday? 
During the crash of 1929 and the ensuing depression, ene fact 
became painfully clear to the bankers . That fact was the hostility 
and distrust of the public towards the banking system. 
Many f actors constituted the crash. However, if the banking system 
had at that time dul tivated favorable public relations with the public 
at large; if it had established itself in the public mind as a true 
public servant; if it had thoroughly sold itself to the public as a 
neces sary par t of their everyday living and had clearly explained to 
the public the wor king of the banks, the adverse chain-reaction of the 
people probably could have been abated. The runs on the banks probably 
would not have been systematic and the banks probably could have had time 
to adjust themselves to the ch~~ging economic conditions. 
(2) Franklin D. Roosevelt's New Deal and the Forgotten Man" 
Franklin D. Roosevelt's New Deal brought to the United States a 
tremendous change in political and economic thinking. It championed the 
right of the "forgotten man" - - the little man supposedly the victim of 
big business. rt advocated the right of the "forgotten man" to demand of 
society his proper share of the services and privileges ~ had to offer . 
He eventually discovered that the banks, after all , could offer him 
services -- i n the f orm of sma~l checking accounts , small loans, 
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formation of trust funds for estates, etc. This clamor for service, 
often dictated to the banks by Federal and State Governments, forced, 
and at the same time lured, the banks to go out and meet these demands. 
(3) Increased Deposits and Increased Demands for Loans 
With the recovery of the economy from the depression in 1933 and 
with the scare of its consequences still in their minds, the average 
people began to save. These savings were multiplied during the Second 
iVorld War and the ensuing boom. This forced the banks to look for more 
outlets to put these funds to work. In the meantime, the revolutionary 
ideas of installment buying and small loans had greatly increased the 
demand for the banks' services. Thus the banks had to step up their 
advertising and public relations progrruns. 
(4) The iiieed for Greater Turnover of the Banks' Funds 
Another reason why the banks went after the goodwill and business 
of the public is their need for . greater turnover of their funds and 
consequentlY greater profits. The profits of the banks had been badly 
squeezed by the 11 cheap-money11 policy of the Treasury under the Truman 
Administration, the increased taxes and the increased operating costs. 
This forced the banks to seek greater turnover of their funds to maintain 
their profits. 
(5) Tangle with the 11 law 11 
Banking, by its nature, stands before the public as a symbol of 
wealth. The vast resources of the banldng system is in reality a source 
of stability and security in the economy. However, this very size often 
arouses fear and distrust in the public. This hostile public sentiment 
often plays into the handso-of the politicians who, with the 117fall Street 
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Interest 11 as their favorite whipping boy, try to transform this sentiment 
into a political weapon in gaining more controls of the banks by the 
Federal and State governments. 
The establishment of the Federal Reserve System in 1913 and the 
Banking Act of 1934 had subjected the banking system to such regimentation 
as never before experienced. Such regimentation tends to increase with 
every major international or economic crisis. The controls imposed on 
the banks after the Korean crisis in 1950 is a most recent example. 
The government is also entering into serious competition with the 
banks in the field of finance. According to the Hoover report, there are 
at least forty Federal Agencies engaged in lending or in garuanteeing and 
insuring loans. 
The greates force that could check the governments' competitions 
with the banks is, again, public sentiment. And it is in this direction 
that the banks are stepping up their public relations activities. They 
try to explain the whole banking system to the public and to bring to 
its attention the threat of the controls by va~ious gover~~ents to the 
nature of the fundamental free enterprise of the American banking 
system. 
16 
CHARI'ER II 
DISCUSSION OF tlli'DIA AND METHODS USED 
( Based on Published :Mat erial) 
I . Newspapers 
Newspapers are still the medium used most frequently by banks in 
advertising as well as in publicity and public relations promotions . 
\ The reasons are ( 1) newspapers have the largest circulation and 
(2) because newspapers are departmentalized so that ads aimed at cer tain 
groups can be directed to the section accordingly. 1 
Bank newspaper advertisements are still comparatively stuffy and 
1 2 
backward, and its r eadership is generally low. Reasons for having 
failed to reach reading public: 
(1) 60% of banks use and rely on agencies which do not understand 
the policy of the banks. The banks on the other hand are conservati ve 
1 
and do not understand the current techniques of advertising . 
(2) The advertisements are too small. Bigger advertisements have 
proportionately much higher readership than small advertisements, yet a 
vast majority of banks use advertisements smaller than 200 lines (about 
2 
14 column inches). Banks should therefore run fewer advertise.-
ments and make them all larger. 3 
1. 96 
2. 109 
3. 96, 11.6' 109 
Readership Performance (Survey of 178 Banks) 1 
.% reading 
Men Women 
70-199 lines 1.9 1.7 
200-399 lines 4.0 3.4 
L~oo-599 lines 6.6 7.8 
600 lines or over 11.4 7.4 
All adv~rtisements 3.3 3.~ 
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(3) ~xtreme Selectivity. The banks purposel y intend certain 
1 
advertisements for certain small groups only. 
(4) Failure to use improved teclmiques. An improved and successful 
technique in newspapers advertising is illustrated advertisements, which 
proved to obtain nruch higher readership than those without illustrations. 
2 A large percentage of bank advertisements use little or no illustration. 
(5) Lack of human interest . Bank advertisements are notoriously 
cold and dry. 3 
(6) Lack of Humor . Bank advertisements should be more humorous 
to be attractive. Discretion, however, must be used in the choice of 
4 humor, as h~O!.QUS copy presents many pitfalls. 
Usually, local newspapers welcome news of the banks, either in the 
activities of the banks themselves or in those of the bank's personnel. 
They are alSo glad to help the banks obtain attractive art and photos 
d . t th . k . . th 5 H b k l ld d' an ass1s e oan s 1n us1ng em. owever, an s s1ou 1stinguish 
between 11 news 11 and "free advertisement," the latter should be carefully 
avoided. The topics to watch for are the 5 VV 1 s -- who, what, why, ·when, 
and where . 6 
1. 4 
2. 96, 116, 109 
}. 99, 107 :f 102 
4. 109, 104 
5. 109 
6. 99 
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Bank advertisements can offer a lot of other public services: 
(1) Translate national trends for the public . Bankers are experts 
in ~nalyzing local, national or international trends in business and · 
economic developments. Such analysis could be put into banks' advertise-
1 
ments as public service. Very often bank advertisements reveal the 
opinion of the bankers. When they are optimistic about business conditions , 
they stress more on checking accounts than savings accounts, and vice versa 
2 2 
when they are pessimistic. In 1946 banks were pessimistic, while in 
the years 1947-1951 they were generally optimistic. 3 
(2) Advertisements directed at the education of children regarding 
the operation of the banks. 4 
(3) Cooperate with the government in Savings Bonds Drive . The 
benefits of such cooperation are usualzy mutual - the government will 
sell more bonds while more people will go to the bank. 5 
(4) Cooperate with local organizations like 4H Club, Red Feather 
Campaign, March of Dimes, etc. Such cooperation creates good public 
6 
relations . 
(5) Promotion for local industry. Bank advertisements can 11 buy, 
7 
bank, and boost home city11 with apparent benefits to the banks them-
selves ·while helping local industry in the meantime. 
Two courses are open to increase the readership of bank advertisements: 
(1) Apply effective advertising principle. Such principle will lend 
1. 99 5. 104, 98, lo6 
2. 110 6. 99, 100 
3. 110, 111, 115 7. 161 
4. 108 
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greater appeals to advertisements so that more people will read more 
bank advertisements. 
Included in this principle is the matter of t:i..ming. The problem 
is to determine the relationship between (a ) seasonal market conditions 
and (b) the t~ning of subject matter of bank advertising. A survey 
showed that there is little coordination in this respect in bank adver-
tisements -- e.g., when auto credit figure is at the peak in the period 
between l~rch and July, bank use of auto loan advertising is plmmneting 
downwards. This means that banks are not promoting auto loans at a time 
when peopl e are actually financing cars. At the low point of auto credit 
activity , December, bank advertisements on auto loans reach their higher 
points. 
The first course requires long-range planning, and is not apt to 
happen overnight as it is a question of educating those who are in 
charge of preparing bank advertisements and planning the banks' pub-
1 licity and public relations programs. 
(2) Increase the effectiveness of bank advertising by 11merchandis-
ing11 the advertisements or "getting multiple use" out of the advertisement. 
The second course is more immediate. 11 Merchandising11 is when banks 
run their advertisements in the newspaper and then distribute reprints 
or othen1QSe bring the advertisement to the attention of the selected 
groups whose interests are akin to the subject matter of the advertisement. 
The newspaper can run off reprints very economically . Thus, at a little 
extra cost, the banks are able to couple the impact of the advertisement 
on groups whose interest the banks are seeking to cultivate. 1 
1. 109 
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iJost banks detennine their budgets by percentage of • i ther net 
income, gross profit, gross income, bet earning, deposits or operating 
l. 
expenses. 
2. School Programs 
11 The very existence of our economy, which busines s conducts, is 
dependent upon the calibre of democratic citizenship and statesmanship 
2 
which the schools inculcate in our youth. 11 This statement from a 
well-known businessman clearly indicates the importance of school programs 
in both our econo~ and business alike. 
Banks in recent years have stepped up their school programs for 
the following reasons:-
(1) There were estimated 100,000 personnel additions and replace-
ments i n 1952. 3 The bi g turnover in pe rsonnel and the difficulty 
in recruiting new ones are due to (a) low salary (b) slow advancement. 4 
These programs hope to get the students more interested in banking 
careers to ease the shortage of personnel. 5 
(2) School is considered the best place to sell banking as a 
segment of business in our free enter~rise set-up . The students are in 
their formative years and what they lear n in school is going to l ast 
6 
them through their life time. 
(3) 
(4) 
1. 105 
7 These programs make future customers of the students. 
7 They teach the parents through t he students. 
5. 70' 101 
2. 46, Howard M. Cool. 6 . 37' 70 
3. 49 7. 50 
4. 27 
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( 5) They add new depositors -- both parents and students . 1 
(6) They stimulate parents to borrow from banks. 1 
(7) They make the entire bank staff more public-relations- minded. 
( 8) They would establish better relations between the businessmen 
2 
and students. 
Media and Methods Employed 
( 1) Books. Books are held by teachers as the greates need in 
education students in banking courses. 
follo~~ng requirements: 3 
3 These books must meet the 
(a) They must be usable as reading material by students. 
(b) They must fit into curriculum. 
(c) They must contain informat ion that gives a wholeness of 
view of a business field, not information about a single firm alone . 
(d) They must contain minimwn advertising . 
The banks must take over the job of providing such text books. The 
schools often lack funds; the banks therefore usually provide such books 
free or at a very small cost . 4 Some of these books are prepared by 
the American Bankers Association, while some are lectures given by 
bankers which are combined later on to serve as text books. 5 
1 
( 2) Films. 6 Films are valuable aids in educating high school students . 
These films are prepared by the American Bankers Association, the Financial 
Publ ic Relations Association of Chicago and Coronet Institutional Films 
l. 50 4. 46 
2. 24 
3. 34 
5. 34, 24, 38 
6. 45 
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of Chicago. There are altogether nineteen f ilms of this nature . l 
These films are bought by local banks, and are lent or donated to the 
2 
schools . These films are usually accompanied by a manual for teachers . 3 
These films are used in thirty five states. 4 
(3) Lectures Given by Bankers 
4 Organized bank s peakers' bureaus operate in 21 states , but bank 
speakers vnthout benefit of bureaus operate in all 48 states and the 
District of Columbia and the territories. 
These lectures, besides giving the students some essential facts 
about banks, arouse interest in the students in the ba~king industry 
5 
and career . These l ectures are sometimes given i n classrooms, some-
times given in the banks . 
(4) Bank Tours 
Many bankers in the 24 states that now sponsor student tours of 
banks claim that t his is the most concrete method of all for building 
6 
student inter est. To assure the success of these tours, the men who 
7 
operate them follow this set of principles:-
(l) Plan the tour to fit the age level and class interest of t he 
group. 
(2) Give the teachers an outline of the tour in advance . 
(3) Have a talk in the class before the tour. 
(4) Conduct according to a s tep by step plan. 
l. 36 ' 25, 45 
2. 46 
5. 41, 44 
6 . 70, 27 
3. 36 7. 42 
4. 49 
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(5) Spot the tour vvith a dramatic touch, Vlrith some humor and with 
confidence and with a lot of human interest. 
(6) Strive to humanize the bank, convey the basic facts and win 
confidence . 
(7) It is preferable to serve refreshments. The shortest cut to 
the students' hearts is also through their stomachs. The results have 
been ve~ encouraging. 
There are other preliminaries that should be watched such as 
arrangements with school authorities, arrangements for transportation, 
timing of the tour, class levels, group size, demonstration, quiz 
routine and following up procedures . 
1 Some banks conduct tours for teachers alone. 
(5) Work for Teachers and Students 
Many banks take part-time employees from high school students. This 
plan has been favored because the banks usually pick the best students, 
a.nd when they join the banks after their graduation, the banks had 
acquired t he best material in the labor market. 2 
The United States National. Bank of Portland, Oregon has a unique 
3 11 work-college 11 plan. It is a six-year program, during which the student 
studies in college and works in the bank alternately. Upon graduation, 
the student is guaranteed a position with the bank. 
Many banks give jobs to teachers during the Summer vacation, thus 
1. 26 
2. 43 
3. 29 
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lo-
giving them a workable knowledge of the banking business besides help-
ing them financially. l The result is good public relations promotion . 
(6) Participation in the management of school affairs. 
Bankers because of their exceptional ability in all matters 
a financial should take more active part in the directing of schools. 
3. Window Display 
Bank window advertising can be classified into four groups:- 3· 
(l) Straight Merchandising 
(2) Institutional 
(3) Patriotic, seasonal and community relations 
(4) Educational and Community relations 
There are t wo t r ends in bank window displays that are especially 
in evidence at the present time. One is the tendency toward simplicity , 
or the use of a ~rincipal eye-catcher, rather than a cluttering of the 
available space. 'rhe other major trend appears to be the grovfing 
tendency of banks to let customers use the windows to display wares and 
methods of manufacturing. 
4. Lobby Displays 
Lobby displays is a very practical and effective advertising method. 
There are three types of lobby displays:- 4 
(l) Direct business display. This type of display is intended to 
be immediate money-making advertising. Its function, like newspaper or 
radio advertising , is to increase the volume and profits of the bank. 
l. 42 
2. Ibid 
-3. 147 
4. 146 
However, the hook in this type of display is baited not for the same 
undifferentiated public covered qy the mass media, but for existing 
customers of the bank. Its aim is to increase the scope of customer 
2~ 
use of bank facilities. This is consumer education at its most productive 
level. The presence of the customer in the bank indicates that he is al-
ready sold on some aspects of the bank's services, and that he would be 
a likely prospect for additional services. The business service display 
strives to engage his attention and to point out the advantage to him of 
some particular service which he has not considered. 
(2) Institutional-type exhibit. This type of exhibit may also 
be considered a direct advertising form even though no special effort 
is made to sell a profit-making aspect of the banking operation. The 
promotion utilized in these institutional displays relates directly to 
the bank, like the bank's anniversary or other events coMnemorating an 
event in the bank's history. The object matter of the display pertains 
to the bank and the promotion does not necessarily rely on association 
vdth any force outside of the bank. 
The bank itself constitutes the material for institutional displays. 
Consequently, the interest value of the display depends upon the role that 
the bank can play in the community. Rarely will the business display or 
institutional display bring new customers into the bank. These displays 
solicit new business from old customers and this principle should govern 
their execution. 
(3) Public Service or goodwill display 
This type of display offers many important advantages. The chief 
26 
benefit is achieved through association or connection with some outside 
agency or movement that is of interest to the public, e.g., the fascirnile 
receiver which flashes New York Stock Exchange quotations by wireless 
]L 
is installed by the Columbia Savings Bank at Columbia, Mo. The 
bank also offers its facilities for displ~ and promotion of various 
public-spirited organizations, like the Ki wanis Club, or the Junior 
Chamber of Commerce or local churches. An added advantage is that no 
cost in involved, as the average corporation, association or civic group 
is only too happy to furnish the material f or the display. The bank 
thus is able to sink the majority of its display appropriations into 
business service or institutional displays, or even to maintain a 
constantly changing display space v~thout expense. 
The guiding principle is the ability to hold public interest in the 
exhibits. The technical phases of bcrld.ng would probably have less 
appeal than other phases that are more generally understood. Those 
banks that generally use only occasional displays are particularly 
cautious in its choice of subject m~tter . VVhere a bank maintaining 
continuous display facilities can afford to cater to the limited interests 
of small groups, the occasional display-user must strive for the greatest 
general interest value possible. 
Color scheme is held to be very i mportant in any display. 2 
The banks generally recognize the advantage of dramatizing local 
1. 156 
2. 141 
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industries . By so doing they automatically accrue a share of public 
goodvTill of the public toward the industry, and the bank in turn will 
be associated in public consciousness a benefactor of the community. 
Finally , the bank VQll build up much goodwill with those industries 
whose object matter the bank displayed. 
The use of lobby posters should be carefully considered. They 
might prove to be effective if they can be interesting and yet dignified. 
Tickets containing the prices of various services could also be passed 
l. 
out to augment any lobby display. 
5. Specialty advertising 
For many years specialty advertising had not been considered a 
satisfactory advertising medium for banks. The oracles among the 
merchandisers of bank services have frovmed on it as being undignified 
and wasteful. The greatest difficulty in specialty adver t ising is the 
problem of effective distribution. To be effective, the items should 
be selected with the utmost care so as to fit the class or types of 
c. 
customers being reached. 
6 . TV and Radio 
TV TV changes American habits: - Decline in i mport ance of evening 
papers; grov1th of i mportance in morning papers; drop in auto- driving in 
the evening; decline in movie attendance; less dining out; fewer mag-
3 
azines; fewer books. It is a good advertising mediurn for banks as it 
l. 178 
2. 190 
3. 90 
1 does all the thi nking for the ai.tdience and thus has great effect. 
T · th f f ,_ · of Tu •• 2-he following flgures prove e e ec·c..l veness v 
The cost per 1000 viewers of TV is ~~ 2. 99 
The cost per 1000 viewers for weekly magazines is ~~3.22 
The cost per 1000 viewers for Sunday supplements is ~s3.60 
The cost per 1000 viewers for Boston Post is ~3.95 
In test, TV wins over any other mediu.m 3-1. 
It is handicapped however by:-
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(1) High Cost-- It costs .' 2000 for one hour of Class A program. 
(2) Shortage of good programs - TV programs have to be good at 
both sho1vmanship and salesmanship. Bankers are usually neither good 
salesmen nor good showmen. 
(3) Availability -- It is very difficult to get good period, 
1 
e. g., 7 P . M. to 11 P. M. 
Though expensive, TV should be carefully considered by banks as an 
advertising medium, as it can create long and favorable memories about 
J. banks, like their trade marks and slogans. 
Some banks just use announcements, while others put on shows. 2 
Banks using TV allocate an average of 10% to 5o% of their total 
4 
advertising budget. B_ecause TV is so expensive, the trend is to·wards 
spot announcements and identification breaks. 4 
Radio. Local news is found to be most interesting to listeners. Spot 
announcements make better coverage. 4 
1. 91. 
2. 93 
3 . 87 
4. 88 
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7. omen's Financial Forum 
There is a marked tendency recently towards more forums for women. 
. 1 The bankers do so for the followlng reasons:-
(1) To enlarge intelligent citizenry. A greater percent of 
intelligent citizenry is a greater asset to society directly and to the 
banks indirectly. 
(2) To discharge their social responsibility. The bankers feel 
that because of their prominent financial position, they have the 
responsibility to train the citizens as much as they can in all matters 
financial. 
(()l]1 \ '~en 1 s enthusiasm. The women have shOi'Vll much enthusiasm in 
such forums. 
(4) Knowledge will be passed on by women to their folks. 
(5) The increased influence of women on our economy. It is es-
2 
timated that:- 4o;g of the nation 1 s homes are in the names of women; 
that women hold more than 5o% of the stock of many large corporations; 
own 60% of all savings accounts: inherit 70% of all estates left by 
men; 80% of life insurance benefits; and do 85% o'f the nation's buying . 
The women's increased enthusiasm is due to the following reasons:-
(l) Anxiety over f'inancial security. Inflation and heavy taxes 
have exerted increased pressure on the financial security of every 
family. The women are anxious to acquire any knowledge that will help 
them make both ends meet. 
l. 83 
2. A booklet 11For Women Only - -women's Finance Forum, 11 March 1951. 
Published by the Ro ckland-Atlas National Bank, Boston, Mass. 
( 2) 
(3) 
Desire for knowledge. 
1 Appreciation for efforts of bankers. 
2 Steps in organizing women's forums:-
(1) Determine sponsorship and responsibility. A small committee 
is preferred. 
( 2) Choose speakers with practical experience. 
(3) Make the surroundings pleasant. 
(4) Build the lectures -.ivith care. 
(5) Women lecturers are preferred. 
(6) Keep enrollment to a practical size preferrably from 100 
to 150. 
( 7) Day time is preferred. Women usually find it more convenient 
to attend the forums in the day time. 
8. Bank Ni ght and Know-Your-Bank Week 
Some banks stage Bank Night during which they welcome the public 
to visit the bank. Some banks have one Bank Ni ght every week. 
Banks also have Know-Your Bank Yieek.during this period the public 
is welcome to tour the b~~k, and refreshment is usually served. Some 
banks have Bank--~feeks just for women, while some play host to school 
children where they are treated to ice cream, cake and cash prizes for 
essay writing. 
Many banks utilize the Christmas Season to join in worthy civic 
activities, like charity fairs, or displays. Others stage dinners and 
l. 83 
2. 85 
1 parties f or t heir employees. 
9. Publ i c. Opinion Survey 
There are two methods of survey carried out by the banks :-
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(1) Public opinion panels. These panels usually consist of 
2 farmers, la~lfers, housewives, labor representatives, small businessmen. 
(2) Opi nion Surveyed by Letters. $orne banks sent out letters to 
their cus tomers to survey their opinion. 
The general criticisms are:- That the banks are too conservative; -
that the bankers are too conservative; the pay at the bank is too low, 
whi cl;l the jury blamed for much of the bank embezzlement; the employees 
of the banks should be more cheerful; the interest rate for savings is 
too low; service should be more prompt~ . 
The Na.t ional Bank of Binghamton, N. Y. sent 3000 letters to their 
customers to survey t heir opinions. 3 They received 150 replies with 
the f ollowing results; 10 were critical; 19 were complimentary with 
suggestions; 115 were complimentary; 5 were general. 
10. Service Centers 
Service center s are installed by some banks; such as installation 
of roving tellers to facilitate deposits, hi gh chairs for babies next 
to tellers' windows so that the mothers can make the deposits with 
comfort; Kiddie-corners for toddlers; recreation room for teenagers; 
i nstallation of receptionist to assist customers; installation of 
public telephones, adding machines, chairs. 4 
1. 158, 153 
2. 203, 204 
3. 193 
4. Chart 1. 
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11. Direct Customers Contact 
The finest market a bank has is its oYm customers. Even at the 
present, the customers of banks are not utilizing the facilities offered 
l by the banks as fully as they r easonably should. There is still much 
opportunity for the banker to explore profitably for more business. 
Nowadays, the banker cannot just lean back and have the customers 
come to him. Instead, he must be more sales-minded and must go out to 
get more business. The practice of calling on customers is a positive 
2 
approach f or the modern bank, whether large or snEll. 
These direct personal calls on customers have t wo distinct effects: 
(l) Tney appeal to the pride of the customer who is often flattered by 
the pr esence of the banker at his office and hence is in a more r eceptive 
mood to the banker ' s approach . (2) The customer often feels more at 
home in his ovm office and is usually in a better mood to do business . 
The a r t of sorting out customers and planning approaches is ca lled 
targeting . --very bank has its ovm system of targeti ng and such information 
2 is usuall y kept secret •• A general outline is as f ollows:-
(1) Prepare a compl ete file on all important accounts - those that 
the bank v1ould not want to lose . This f ile may be di vided i nto t wo arts: 
(a) Exclusive customers with your bank. Such exclusi ve customers 
usually are always good prospects and targets for other banks , and so 
must be handl ed with care . 
(b) Divided Accounts. Corporations with divided accounts are good 
1. Chart 1 
2. 179 
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. 
prospects . The bank should try to get the entire business f or itself. 
(2) The record on each cus tomer may show such facts as these: 
(a) Kind of bus iness transacted. 
(b ) Principal and junior men in the organization. 
( c ) \'lhether the bank has the personal account of these principals 
and junior men . Accounts and goodwill of such persons are highly im-
portant as these men will some day rule the corporation. 
(d) The geographical relation of the organization to your bank 
and other banks . Organizations further away from your bank should be 
paid more f~equent calls. 
The greates problem in targeting is the danger of scattered energies . 
Hence definite plans must be made to concert the energy of the off icers 
assigned to these di rect customers' contacts. The first step in such~ 
olan is to prepare a list of customers and prospective customers each 
officer is to call upon. Such clear division will eliminate t he danger 
of r edundant calls. The second step is the careful study of markets, 
development of sales facts and careful planning of trips and calls. 11 
officers must have some dJfinite ideas in mind when calling upon 
customers, e . g ., offer to lend the customer money for term loan, for 
equipment or a suggested program of monthly payment loan for the 
customer's employees . Otherwise, an impression may be left in the 
customer's mind that the officer is wasting his time or whether ia 
is the best method for the officer to kill his own idle time. 
As stated above, key men in corporations have become highly-
prized targets of the officers. In handling such persons, a very 
effective though highly unconventional method is often used. In 
contacting a customer assigned to him, the officer usually clearly 
identifies the key men i n the corporation and collects as much infor-
mation about them as possible, and such informati on i s dul y recorded, 
This information includes facts about the individual's family, hobbies, 
clubs and fraternal associations, civic interests and activities, 
church affiliations and like data. :t•1Iany successful deals have been 
comp l eted through this personal approach with key personnel rather than 
through cold business facts and bargaining. 
Some banks hired field representatives to visit farmers. These 
visits plus the bank' s vlillingness to assist the farmers resulted in 
l good business and good public relations. 
Some sources for information to get new customers:- Builders and 
real estate men for names of new house-owners, newspaper (like selling 
the idea of a safe y box after a theft), birth notices, department store 
. 2 
managers who know of any contemplated change in styles and so forth. 
12. Connnunity Development and Services 
Banks join other organizations in improving the cities or in 
financing projects in the interest of the whole community. Other banks 
establish community service funds to help its residents or make loans 
3 
to various good causes such as scholarships for poor students. 
13. Printed [atter 
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The following is a survey of hov1 752 banks use their printed matter:- 4 
l. 144, 186 
2. 75 
3. 157' 202 
4. 115 
Average expenditure -- 24% of advertising budget 
Types: 
( 1) Folders 
( 2) Inserts 
(3) Blotters 
(4) Booklets 
(5) Cal endars 
(6) Printed Letters 
(7) Match books 
( 8) Bulletins 
( 9) · House Urgans 
( 10) Newsletters 
~b of 
5% 
10% 
15% 
205'b 
255b 
5o% 
bud~et No. 
No. of banks using 
534 
355 
355 
275 
35 
of banks 
60 
151 
69 
71 
84 
53 
Many newsletters of large banks are of national fame and i mportance. 
Many of them are published in Spanish; and some are in Portuguese. 1 
14. Personnel Training 
The material under this topic is too voluminous for this thesis. It 
should provide a worthwhile subject for further research. 2 
l. 117 
2. 53 .- 85 
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l5. Letters 
The material under this topic is too voluminous for this thesis . 
It should provide a worthwhile subject for further research. l One 
2. 
notable example of this t ype of publication s hould be mentioned here. 
L ll7:-· lho 
2. Bank Letters - Wm. H. Butterfield, The Dabe Publishing Co., l 946 . 
1. Newspaper 
CHAPI'ER III 
DISCUSSION OF MEDIA AND "METHODS USED 
(By Banks Interviewed) 
3 '7 
Newspaper advertising is still the most important medium used, 
taking up an average of 34.127b of the total advertising budgets. 
On the whole , the survey shows that bank newspaper advertising is 
still comparatively stuffy and backward. Some banks do so purposely 
(e.g., t he First National Bank of Boston) to conserve the cignity of the 
banking industry. A very small percentage are quite progressive _, 
(e . g ., the Chase National Bank and the First National Bank of Chicago) . 
Among the newer techniques used are the full page advertisements , 
with bi g , sharp illustrations, emphasizing the role of the banking 
industry in the working mechanism of the major industries; the personal 
stories of key personnel; and the "success stories 11 of the customers . 
The fi r st t wo techniques are used by the Chase National Bank aDd the 
l ast by the First -ational Bank of Chicago . 
Among the banks surveyed, only three do any publicity promotion 
for the entire banking industry. They are the Bank of merica, the 
Chase National Bank and the First National Bank of Chicago. The rest 
eye their advertising pretty much the same as the grocer eye theirs --
their only interest is to sell their particular institutions . Ve find 
advertising for the entire industry in most major industries (like can 
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manufacturers, pe troleum, truc king), but we do not f ind any such thing 
among banks. This should be a f!Uestion and a responsibility for the 
American Bankers Jl. ssociation. 
2. School Programs 
Despite all the enthusiastic discussions by various bankers, the 
banks on the whole do very little tovmrds educating , guiding or helping 
high school or college students. v ith the exception of the Bank of 
America, which has a very fine school program, no other bank has any 
sort of school program. There are occasional bank visits, lectures and 
so on, but these are very rare and fall far short of attaining the goals 
s et so aloft by the b~nks. 
The college-work plan of the United States National Bank of Port-
l and, Oregon is a workable and inter esting contribution. 
3. Displays 
Only two banks report an appropriation for display in their budgets. 
Both are 1%. 
Window Display. Of all the five banks surveyed personally, only 
the Chase National Bank has commendable display. 
Exhibits. Only the Chase National Bank, the National City Bank 
of New York and the Bank of America have various sorts of displays . 
These displays are of good educational value. 
4. Specialty Advertising 
v ith the exception of books of matches distributed by the National 
Shawmut Bank of Boston, there is no specialty advertising reported by 
the banks. 
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5. Television and Radio 
Television: According to the reporting of three banks which list 
their television and radio separately, the average percentage of TV 
expenditure is 13.77% of the total budgets. Tt is understood that the 
National Shawmut Bank of Boston spends a lion's share of their budget on 
TV, although the amount is not officially disclosed. 
Chase National Bank thinks that competition in TV advertising in 
New York City is too keen to be profitable: while the First ·ational 
Bank of Birmingham, Alabama plainly doubts the value of TV advertising 
for banks. 
The most cownon features are news commentary. 
The First National Bank of Boston shows British fiLms from 6:00 to 
7:00 P •. • on Sunday; while the First National Bank of Seattle sponsors 
s one-half hour program featuring motion pictures of sport events of 
the Unhrersity of liiashington. 
6. v·omen 1 s Financial Forum 
Only the Ro ckland-Atlas National Bank of Boston has held financial 
forums for women in 1951 and 1952, which were claimed to be very successful. 
?. Bank Visits 
Nearly all the banks surveyed welcome bank visits. However, none has 
any specific program. 
8. Service Centers 
All the banks think that "service centers" are too unconventional 
and undignified. 
9. Direct Customers Contact 
This is by far the most important method relied upon by the banks 
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for improving their public relations and for getting more business. 
According to the opinions of the bankers interviewed, the banks placed 
more emphasis on this direct ap~roach to customers than all the other 
methods combined. 
Three banks, the Chase l~ ational Bank, the National City Bank of New 
York, and the Bank of America divided the country into geographical 
r egions and assigned officers for each region. 
The First National Bank of Chicago classifies business according to 
industry. The advantage claimed for this class of division is that the 
officers assigned to a particular industry will eventually become an 
expert in that particular field. 
10. Community Development and Services 
The Bank of America alone has any planned progr am in community 
services·. These include Small Business Advisory Service, Farm Youth 
Field Days, 11Buy Now11 Sales Training Programs, Giannini Foundation of 
the College of Agricultu~e, A. P. Giannini Foundation and other support 
of worthy projects. 
11. Printed ~tter 
The following three banks published monthly or quarterly publications 
which are of academic value: 
Chase National Bank -- Latin-American Business Highlights 
National City Bank of New York-- Monthly Letters of Economic Conditions, 
Government Finance 
First National Bank of Boston - New l!;ngland Trends (quarterly) 
New ,e;ngland Letter (monthly) 
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12. Car Cards 
The Chase National Bank of New York finds subway car-card advertis-
ing very effective. No other bank, however, seems to share the same 
opinion. 
13. Poster Board Advertising 
The First 1~ational Bank of Chicago finds Poster Board advertising 
very effective. The appropriation for such advertising takes 28% of 
the total budget , second only to the 38% of newspaper . 
CH.AP'l'ER IV 
CHARACTERISTICS OF THE PUBLIC RELATIONS Al~ CUSTOMER RELATIONS 
PROGRAN~ OF THE BANKS OF GREATER BOSTON 
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This survey shows that there is a directly proportional relationship 
between the size and aggressiveness of a public relations program and the 
size and the aggressiveness of its sponsoring bank; the size and aggressive-
ness of the bank, in turn, is directly proportional to the welfare, progress 
and potentialities of the countr,y it is in. 
Thus , we find aggressive and expanding programs in the West Coast, 
like California, Hashington and Oregon, symbolic of a fast-growing region. 
i/V"e find good and substantial though less dynamic programs in established 
financial centers like New York City and Chicago. We find conservative 
and static programs. in Great er Boston, reflecting the do-vmwar d trend of 
the economies of New England, and lastly we find the still undeveloped 
programs of the under-developed Deep South. In Public Relations 
activities, the Greater Boston Banks rank fourth behind California, 
New York, Illinois and above the South. 
Characteristics: 
1. Conservative 
The programs of Boston Banks are conservative. 
One advertising man said that it is the set policy of the bank to 
adoot a 11 dignified, 11 or in plainer English, conservative, policy re-
garding its public relations programs and advertisements. I n its news-
paper and magazi ne advertisements, the Bank took great care in avoiding 
43 
the more stunning effects of bolder and larger types of letters and 
illustrations. This is contra~- to the current trend of bigger and bolder 
bank advertisements . 
The Advertising Department of the Bank also planned to publicize 
various key personnel of the bank in its newspaper advertisements. The 
effect of humanizi.ng the bank in this kind of advertising has been demon-
strated by the Chase National Bank of New York. This !?lan, ho·wever, was 
vetoed by the B~nk's authority, on the pretext that such advertisements 
would "glorify the individuals rather than the Bank. 11 This is a verJ 
good case sample of aggressive public relations men vs . conservat ive 
management. 
2. Regional rather than Jational 
The Hational City Bank and the Chase National Bank of New York, the 
Bank of Alroerica in California and the First National Bank of Chicago all 
advertise extensively i.n national magazines and newspapers . The Boston 
Banks on the other hand very rare~ do so, and utilize such rare occasions 
only to publish their financial statements . One of the reasons probab~ 
is the small nQ~ber of correspondent banks of the latter . 
According to the Public "Relations Department of the Chase National 
Bank, their bank does most of its business with its correspondent Banks 
and so it pays for the Bank to advertise nationally and intensively. 
Thus, the CNB makes sure that advertisements should appear in magazines 
published in every Federal Reserve District. 'rhe Petroleum Department 
of the Bank has a long-range interest in the petroleQm i ndustries of 
Texas and profits by advertising in that state . To the National Shavmmt 
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Bank, for instance, Texas does not provide such opportunity, and thus it 
does not pay to advertise in Texas, forcing the NSB not to adopt a 
nation wide public relations policy. 
3. Backward 
Schools have been recognized recently at least theoretically, as an 
ideal target for extending good public relations as well as a source of 
manpower for the banks. The Bank of California has well-planned s.Ehool 
programs (such as the Achievement Awards Program for the Spring of 1952 
which includes 5000 certificates and ~P32,000 in cash prizes). The Chase 
National Bank and the First National Bank of Chicago both have specific 
plans for recruiting students. Boston banks do not have such activities. 
-Viindow display is becoming a popular medium for advertising and 
.publicity. The Hanover Bank of New York features an effective display 
of the products of various countries of the ·world . The Chase National 
Bank's Rockefeller Center Branch rented the show windows at the end of 
the building to put on displays. ·with the First National Bank of Boston, 
. there is hardly any show windows in their offices. Even the National 
5ha,.'vmut Bank, which is an exception rather than a rule with the .l::loston 
banks in··-:being very progressive, hardly puts in a!l.y display in its 
office windows . There are lighted signs, but they can hardly arouse 
the interest of the passer-by. 
Another illustratio~ is the lack of autonomy of the Boston branch 
banks. The branch banks of a certain Boston bank have no authority to grant 
loans over $1000. Bven loans under that figure have to be unquestionably 
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secure before the branch bank manager has the right to pass them. Thus 
the applications often pass to and fro between various departments, and 
decisions are made by persons who have no personal contact with the 
appl icants and hence cannot appreciate the situations as they really 
are. This might just seem to be bank loan policy, but much goodwill 
of the publ i c can b~ lost that way. 
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CHAPTER V 
CONCLUSION 
(1) Current Trends in Bank Public Relations and Advertising Programs. 
1. Upward Trend in Advertising Expenditures. 
There is a substantial upward trend in the banks' advertising 
expenditures. These rose from $24,000,000 in 1946 to $48,000,000 in 
1 
1952, an. increase of 100%. Compared with 1940 it is an increase 
2 . 
of 338%. Among the banks surveyed, 63.4% increased their advertising 
budgets for 1952, 18.3% decreased their budgets, and 18.3% have the 
2 
same budgets. The cost of advertising compared to deposits for 1951 
1 is .0451% or $451.10 per million dollars of deposits. 
2. Employment of Newer Media and Techniques. 
Banks are beginning to dramatize their advertising. 
The National Shawmut Bank of Boston was the first bank to adopt 
television advertising on a large scale. All other leading banks are 
planning bigger TV programs. 
The Shawmut Bank was also the first bank to use industrial color 
designs (by Faber Birren) to decorate its bank building interiors. 
The banks realized the importance of schools in their programs 1 
although there is much more talk than action on this topic by the 
bankers. 
Some banks have improved their window display so much that they 
1. Table I. 
2. Table V. 
are offering stiff competition to the adjacent air-lines or even 
department stores. 
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There are also improvements with the banking services themselves, 
like drive-ins, personalized registered checks, convenient checking 
accounts and so forth. 
3. Better-organized Programs. 
The banks have begun to take their public relations efforts seriously. 
The Bank of America, as we have seen, has a very well-planned Public 
Relations program. There are strong evidences that many other banks 
are dedicating more effort in the same direction. 
(II). Suggestions for Improving the Public Relations Programs. 
1. Humanizing the Bank 
Banking has always baffled the public, to .the disadvantage of 
both the banks and the public alike. Thus, banks should endeavor to 
explain banking in understandable terms to laymen, without the use of 
bank jargons. This is particularly important with the operation and 
profits, and for the seemingly excessive care exercised in granting 
loans. An explanation that the banks are operating with other people 1 s 
money 'dll help matters greatly. 
A very good effort in humanizing the bank is the publicizing of 
key personnel in various forms of advertisements. The Chase National 
Banks has used such a method to its great advantage. 
2. Advertising the Lesser-known Services 
The banks should advertise their lesser-known services, such as 
special checking accounts, amall loans, managing small estates, etc. 
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The Trust Department usually can manage small estates at much greater 
. 1 1 profit than thought poss1b e. 
'\ 
One contribution wort special consideration is the "Charge Account 
Financing" started by the Franklin National Bank at Franklin Square, 
2 
New York, New York. This plan works profitably both to the small 
businessmen and the bank alike. The following is a quotation from 
William J. Boyle, Vice Pr 'esident of the Bank: "J.Ii y one and a half years' 
experience with bank charge account credit has convinced me that this 
credit will one day be a major banking service. It will open a new 
field for banking and make more people customers of banks." 
.3. Hore Accurate Advertisements 
The banks should be more accurate with their advertisements. 
!;;, 
They should not promf~e more than they can actually comply with in 
their advertisements. Otherwise, it would only create doubts within 
the customers' minds of the sincerity of the banks. 
The banks should also consider more carefully the aims and effects 
of their advertisements. The National Shawmut Bank, for instance, 
makes the mistake of trying to solicity big · accounts, like Gillette 
Razor, t·lith big s. Big ~ can only bring in more average-sized 
accounts; but for big accounts the only way to solicit ~s through 
personal approach. 
1. Mr. Maskell, Jr. of the First National Bank of Boston. 
2. From a bulletin "Just Say 1 Charge It 1 11 by \'lilliam J. Boyle, 
Vice President, The Franklin National Bank of Franklin Square, 
New York. 
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4. Easter, Memorial Day and Labor Day as Occasions for Advertising. 
In department stores as in other retail trade, Easter, Memorial 
Day, Labor Day and Christmas are fully utilized as occasions for 
extra-heavy advertising. Banks, however, only make use of Christmas. 
They should make use of the other three occasions as other trades do. 
5. Advertising for -the Entire System 
Most major industries, such as trucking, petroleum, can manu-
facturers, put up advertising for the entire industry. Such advertis-
ing usually creates more confidence of the readers in those advertise-
ments. 
For the banking system, no such advertising is ever used. It 
should be the responsibility of the American Bankers Association. 
5 0 
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BANKS 
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NATIONAL SHAWMUT BANK OF BOSTON 
REPORT ON THE PUBLIC RELATIONS AND CUSTO:t-iER RELATIONS 'PROGRAM OF 
THE NATIONAL SHAWMUT BANK OF BOSTON 
Branch Banks: 29 
Person Interviewed: Mr. T. Burke 
Method of Interview: Personal 
Advertising Budget: $750,000 for 1952. 
Media :Employed: 
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Newspaper: Full page advertisements appear in the financial section 
of all major Boston papers monthly, excepting the months of June, 
July and August. 
Magazines: Advertisements appear in national magazines occasionally; 
6 times yearly in the Fortune magazine. 
Radio: 3 days a week - Tuesday, Thursday and Saturday; from 7:30 to 
7:45 A.M. on Station WEEI. 
Television: The most important medium employed. There are 5 programs 
a week. 
News Program: 7: 15 to 7:45 P .H. Channel 4 
Spot Announcements Channel 4 
Station identification announcement every night. Channel ~ 
Direct !.fail. Heavily employed by the Bank. 
Speciality Advertising: Books of matches. 
Sales Program: 13 lectures given by T. Harold oSmith as training for 
all employees. The course lasts 26 weeks from Fall through Winter. 
Other Features: 
All new offices are designed in colonial style. All furniture 
are also replica of the same period. Interior coloring is designed 
by Faber Birrjn. All offices are air-conditioned. 
The Bank is the only bank in the area to have a branch at the 
airport. 
New, multi-colored check books are used. 
Characteristics: 
As quoted by Mr. Burke, the program of the Bank is "heavy, fast, 
very aggressive - almost most aggressive. 11 
The Bank is the first to utilize television, the first to have 
drive-in banking, the first to use color-scheme 1B offi ce buildings, 
the first to use lighted window signs, the first to use double-face 
lighting signs. 
The Bank's advertising program is an amazing exception to the 
poor programs of other Boston banks. The budget of $750,000 is en-
tirely out of proportion to its deposit of only $500,000,000; as the 
Chase National Bank of New York bas a budget of ~1,000,000 to its 
deposit of $5,000,000,000 while the First National Bank of Boston has 
a budget of $250,000 to a deposit of $1,500,000,000. The Bank may be 
going overboard in this direction. 
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Students of Advertising and Public Relations should watch the 
programs of this Bank with interest; for it will show whether a program 
more expensive and aggressive than the size of the institution can usually 
\Uldertake will eventually pay its dividends in increased business. 
. 5 
FIRST NATIONAL BANK OF BOSTON 
REPORT ON THE PUBLIC RELATIONS AND GUST~~ RELATIONS PROG~i OF 
THE FIRST NATIONAL BANK OF BOSTON 
Branch Banks: 25 domestic branches, several branches in South America 
Person Interviewed: Nr. 1r.J. B. Haskell, Jr. 
Hethod of Interview: Personal. 
Advertising Budget for 1952: ~~250,000 
Breakdown of Advertising Budget (according to M'edia .Employed): 
Boston Papers (daily) 15% 
Boston Papers (weekly) 2% 
Banking and Financial 3% 
Export Media 8% 
National Media 8% 
Directories 2% 
Special Promotion 9% 
Direct Mail 0% 
Display 1% 
Miscellaneous 10% 
Trade Papers 1% 
Radio 21% 
Television 1~§1 
Breakdown of Advertising Budget (according to Kind of Business) 
Institutional 
New Business & Services 
Foreign Department 
Statement of Condition 
Vaults 
Savings 
Branches 
Hedia Employed: 
1. Newspaper. 
32% 
50% 
9% 
5% 
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(1) Newspaper advertising takes about 17% of total advertising 
budget. 
(2) Advertisements appear on a regular basis on classified 
pages. $mall loans are advertised everyday. 
(3) Most of the advertising are done in suburban papers, and 
rarely in Boston. 
(4) It is the policy of the Bank not to do any institutional 
advertising for the banking system. 
2. Magazines. 
Advertisements appear in national magazines and trade magazines 
and export media. 
3. Directories. 
Advertisements appear in directories of various large cities. 
4. Direct !-fail. None 
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5. Radio. 
Sport news program; recorded music program. 
6. Television. 
Showings of some British Films on Sunday evenings from 6:00 to 
7:00. The,r cost too much, however. 
7. Car Cards. None 
8. Specialialty Advertising. None 
. 
9. Calendars. The Bank printed calendars in Chinese to be distributed 
in Chinatown. 
10. Pamphlets. The Bank places ver-y great importance on pamphlet 
advertising, as they create lasting impression. There are 75 different 
pamphlets, with some printed in German, French, Spanish and Portugese. 
11. Blotters.~ 
Every month, since 1934, the Bank had printed blotters with pic-
tures of the "first" of historic or social events. They are veey 
popularly received. 
12. School Programs. The Bank has no school program excepting employ-
ing high school girls to work part time. 
Characteristics: 
The Bank likes to think of itself as a big bank, besides being the 
oldest in the country. Thus, it tries to present a dignified appearance 
before the public. However, it might have gone ctee· "far~. in this direc-
t~on; for as a result the peegram of the Bank appears to be veey con-
servative and backward, as evidenced in the stuffy newspaper advertise-
ments. 
l 
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ROCKLAND-ATLAS NATIONAL BANK OF BOSTON 
60 
REPORT ON THE PUBLIC RELATIONS AND CUSTOMER RELATIONS PROGEUU1 OF 
THE ROCKLAND-ATLAS NATIONAL BANK OF BOSTON 
Branches: 2 
Person Interviewed: Y~. J. T. Donovan, Vice President. 
Method of Interview: Personal. 
Characteristics; The Bank has no specific program. It had con-
ducted, however, two very successful forums for women in 1951 and 
1952. 
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CHASE NATIONAL BANK OF NEW YORK 
----
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REPORT ON THE PrJBLIC REL.l';.TIONS .AND CUSTOMER'S RELATIONS PROGRAMS 
OF THE GR.t\SE NATIONAL BANK 
Head Office: Wall Street, New York City 
Branches: Domestic Branches - 27 
Foreign Branches - London, Panama Canal .A:rea, Havana, 
Marianao, Paris, Frankfurt, Stuttgart, 
Heidelberg, Tokyo, Osaka, San Juan, 
Santure, Mexico City, Buenos Aires, 
Rome , Cairo, Bombay 
Correspondent Banks in the United States! About 4,000 
Person Interviewed: Mr. William F. Buckel, Assistant Cashier, Public 
Relations Department 
Method of Interview: Personal 
The Chase National Bank's Concept and Aim of Its Public Relations and 
Customer's Relations Programs: 
The CNB's definition of Public Relations: Interpreting your 
--- -
organization to the publie as favourably as possible, but tiru.thfully. 
Public relations is an ~Jr.FECT. It is a RESULT. Good public 
relations comes from doing a good job for the public. Fundamentally, 
the bank is a selling organization. It sells protection -- protection 
for people's funds. It sells financing-- financing and providing the 
money to keep business on the go and to help it expand. It sells manage-
ment of funds, estates and the like. 
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The size of the banks in reality spells stability and security for 
the public. However, very often these things will have the opposite 
effect. The size often creates fear and distrust of the public tow·ards 
the banks. To-day, in view of all of these misconceptions and the com-
petition of government with private banking (the Hoover Report lists 
140 Federal Agencies engaged in lending or in guaranteeing and insuring 
loans), plus the recurring tendency of political demagogues to belabour 
the " 'Tall Street interests,n the time is overripe for!:!. vigorous public 
relations effort on the part of the banks. In this respect, the CNB 
takes into consideration the effect of public opinions upon the law-
makers, for these law-makers make laws, and laws have tremendous effect 
on the banking industry. Thus the banking industry, the CNB included, 
is dedicating its earnest efforts to win the good will of the public, 
hoping this in turn will have good effects on the respedtive governing 
bodies. The CNB thinks that restrictions on commercial banks have al-
r eady rea ched the punitive stage, and the banks cannot afford to barga in 
for more r estrictions upon their freedom to conduct their business if 
they are going to serve the public the v•ay they think the latter should 
be served. Thus it is tbe aim of the CNB to have as good a public re-
lation as possible, and to explain to the public any doubt the latter 
may have on the CNB i-tself or on the entire banking industry. 
Another situation which the CNB feels and fights is the paternalis-
tic, or ntake it or leave it" attitude which very often creeps into any 
large institution, particularly a service institut.ion, like the ONB. 
Besides being the best way to wreck both good public relations and the 
business, this attitude causes the bank's services to the public to which 
the bank owes such services to deteriorate. The CNB fully realizes this 
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danger and instructs itself never to be condescending, but to be sincere, 
sympathetic, and patient. 
The CNB relies upon fundamentals for its good public and customer's 
relations such as the four following principles: 
1. Integrity:: A banking institution like the CNB depends its 
very existence upon its integrity. In order to convince the public of 
its integrity, the bank tries to explain its busine.ss the best it could 
to the public and to relieve the latter of any doubt or suspicion of 
the banlc. Size al Viays creat es di strust, and t he "crusade'' against !!big 
bu sinessn i s a potent :political cry. The CNB thinks, however , that a 
busi ness grov1s big only 1"lhen it serve s t he public 1'18 11; and the public 
di st rust of big business vrould dis~ppear if the operations of a bank 
is ade quately explained to the public. 
2. Qualitz: The product of a bank is protection and financial 
service. The CNB feels it has good quality products and is ztriving 
to preserve and improve such standards. 
3. ~ House-keepin_g: A neat and orderly and efficient bank is 
a good contribution to its good public relations. 
4. Co-onerations ~~ Employees: It is the employees who get 
in contact with the public, on and off the job; and to the customer, each 
one of these employees is the bank. It is thus the employees who are 
promoting or demoting good public relations for the bank. The public 
appreciates sincerity, efficiency, and friendliness, and the CNB in-
sists such qQalities from its employees. The bank also insists on 
complete cooperations within the bank, for these will produce better 
efficiency and friendliness which go a long way toward better cooperations 
from the customer and toward better public relations. 
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Breakdown _.£! _lli Advertising Budget .2£ ~ Chase National Bank (f2!: 
year~): 
Foreign Department 
General Business 
Personal Trust 
Custody Service 
Corporate 'l'rust 
Consumer Credit 
Compound Interest 
Special Checking 
Correspondent Banks 
Investment Service 
Bond Department 
Public Relations 
Statement 
Miscellaneous 
Direct Mail 
Special Services 
Display 
Commercial Banking 
I nst Hut ione.l 
5.0% 
ll.o% 
19.0% 
?.0% 
12.0% 
4.0% 
.3% 
. 8{0 
21.0% 
4.0)1; 
5.0% 
. 7:f/o 
1.0% 
3.0% 
2.0% 
100.0% 
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Media Used .!?Z ~ .91:lli 1£ Promotine; Its Public ~ Customer Relations: 
1. Newsjlaper:: Newspaper advertising is by faJ.• the most i mportw..t 
of the media employed by the CNB. Cost of advertising in the ne·wspapers 
constitut es about 45% of the bank's annual advertising budget of about 
one million dollars. Advertisements appeared in all the major nevvspapers 
of the country. These advertisements are prepared by three advertising 
agencies: Mber-Frank-Guenther-Law; Dormus & Co:l; and HewiJitt, Ogilvie, 
Benson, and blather. 
2. :Magazines: .Advertisements appear in about 30 nationally-dis-
tribut ed banking, financial and other important n~gazines in the- country~ . 
Effort is being nede that advertisement shou;J_d appear in at least one 
magazine published in every one of t be Federal Reserve Districts. These 
.magazines include Banking, Burrough's Clearing House, Fortune. 
3. Radio: Short advertisements about one minute every time is 
announced over the local stat ions. 
4. Television: No television programs. There are too many big 
television programs in New York City and the bank finds it unprofitable 
to compete v:ith these big programs. 
5. Direct-:2.Y:-~ Brochures: Advert ising broc:tures, usually 
blotters, are sent ·with monthly statements. The bank's business in 
s.Qiall loans, small checking accounts and savings accounts had lagged 
behind its rival, the National City Bank of New York, for the last ten 
years, and effrots are being made to catch up in these fields. Together 
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¥dth other media, these direct-by-mail brochures emphasize such small 
loans, small checking accounts and tb~ift accounts. Results have been 
very promising. 
6. Subw·ay .9!!!: Cards: The CNB is original in the employrent of 
SUb"'\l'B.Y car cards. Car cards advertisements appeared in~ the subway 
lines in New York City. None, however, appear in other means of trans-
portation, e.g., busses. The bank bad found this form of promoting 
good public and customer relations extremely effective. They had brought 
in a lot of ne1'! business for the bank , proportionally, more new bus-
iness for the amount s pent on this form of advertising than those brought 
in by other forms of advertising. 
/') 
7. Press Relations: This enti Us mainuruning close contact vnth 
the newspapers, press associations, corresponden'IB and editors. The 
Public Relations Department of the CNB arranges interview'S for repre-
sentatives of the press with various officers of the Bank from whom 
financial writers can get the information they .... rant. People in the 
department also dig up information the press re q,uests. Reporters are 
encouraged to consult the Bank for background materials on financial 
storie s, for special i nformation regarding the Bank's activities, etc. 
Ed1tors, r a dio commentators, leading economists, college presidents 
and other molde r s of public opinion are fre q_uently circularized \v-lth 
nevrs r eleases and Sl)eclal studies of economic interest. Such recent 
studies are those ITBde by the CNB's cha irman of t he Board, M:r. t.l • • ! . 
Aldrich , The t it l e "Inflation - everyman 's responsibility.'' 
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8j Schools ~ College.s: Bank office rs are ava i lab le for 
speeches at high schools or colleges. For the recruitment of new 
members for the staff, personnel representa tives visit all loca l high 
schools. Recently, one ~roman officer had been assigned to visit all 
hi gh schools regularly for this purpose. With the cooperation of the 
school authorities, folders describing the CNB and the employment 
advantages it offers young men and women, are distributed during these 
visits. On a smaller scale, visits are made to selected colleges to 
recruit new staff msmbers. The bank also invites local school author-
ities to serrl. their classes, particularly those in economics, history 
and arts, to visit their exhibits and displays to arouse the interests 
of the students in the banking industry. 
9. Exhibits: The Bank's great collection of Moneys of the Wora.a 
had been on public display at the head office for twenty-two years. 
It contains 75,000 specimens of money. There is an estimated number of 
5,000 visitors to this collection e~ery week. 
Besides this display, the Bank has four or five road shows of 
financial and bailking interest. These road sho·ws are occasionally 
loaned to other banks for display purposes. 
10. Direct Customer's Relations: The Bank ~ divides the domestic 
markets of continental America (including Canada) into nine geographical 
regions. Each region is headed by one vice-president, two cashiers, 
a.nd several other officers. These officers visit the officers of banks 
and business concerns and, to a lesser extent, those of state and city 
administrations, universities, and other public organizations. They 
keep the bank informed on the needs of its custonJers and see that they 
receive individual attentions. Working an a spirit of friendly assis-
tance, the district officers cement the bank's present relationships 
and cultivate new ones. 
These district officers must know more about the customer's per-
sonality and his business than is reflected in his financial report 
or gleaned from other sources by its Credit Department. They must 
knov; his product and its market. They must evaluate the efficiency 
of his production methods and Illllst be able to appraise that intangible 
~lement on vmich the success of any enterprise largely depends, that 
is, g_uality of management. Securing such vital inforlll.ations is part 
of the district officer's duty. 
·,-.hile the district officers promote all the bank's services and 
spend much time traveling, officers of every service departrrent of the 
bank frequently go out to confer vdth tl~ customer or prospective cus-
tomer in special situations relating to their respective departments. 
The Cl-113 encourages its officers and employees to solicit business 
for the bank 'I'Jhenever possible. Thus,an average of ~500,000 of new 
Thrift Accounts is being brought in by the bank's 6,000 employees 
monthly. 
11. Specialty Advertising: The CNB does not employ specialty 
advertising. Like other big banks, they find difficulty in distributing 
these commodities equitably. 
12 . ~J"ind01HDisplay: The Cl\f.B employ specialists in,N"indow display. 
These displays are usually of educational interest, vdth of course, in-
direct advertising for the bank. 
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Characteristics of~ .9.@. Public Relation~ Custon-.er Relation Programs: 
The CNB likes to think of itself as a bankers' bank, as most of 
its business is done with banks. It bas approxi.rrately 4,000 correspon-
dent banks in the United States. AJJnost half o:e the banks in the United 
States, which maintain banking connections in New York have selected 
the CNB as their correspondent. In almost every county of the forty-
eight stat es there is at least one bank that has an account with the 
bank. In addition, thousands of banks in other parts of the world have 
es t ablished correspondent relationships with the CNB. 
The first characteristic of the CNB Public and Customer Relation 
programs is its nation-wide character. Advertisements usually appear 
in newspapers all over the country. Magazines chosen are also national 
in distribution. The reason is, as stated above, th3.t the CNB has 
thousands of correspondent banks all over the country and thus it is 
necessary and it pays to advertise na tionally. 
The second characteristic is its emphasis on institutional adver-
tising over direct advertising for the bank itself. Because of such 
emphasis on institutional relations, the CNB has done a lot of "selfless" 
institutional relations which is beneficial to the whole OO.nking 
industry and wi thrut any apparent direct benefits to the bank itself'. 
Recently a series of advertising explaining the role of the banking in-
dustry in the v;orking mechanisms of major industries, e.g., petroleum, 
cigarettes, automobiles, appeared in the major nevrnpapers and magazines. 
Under the same spirit, banks throughout the country are f'recraently 
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circularized ·with information of interest and assistance to bankers 
generally. Officers of the CNB serve on national and group banking 
association committees and offer what assistance these organizations 
re~ire. Key officials in various industries are circularized with 
studies prepared by the Bank on matters of concern to businessmen 
generally. 
The CNB program is found to be . ~~ll-planned, well-balanced and 
well-followed-through. It is probably second only to the Bank of 
America of California, and is far superior to its immediate competitor, 
the National City Bank of New York. 
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N.fl.TIONAL CITY R<\NK OF NEW YORK 
----------
REPORT ON THE PUBLIC REL.! TION A!,ID CUSTOMER RE.h.\TION 
PROGRAMS OF THE NATIONiU. CITY BANK OF l'lli"'Vf YORK 
Head Office: Hall Street, New York City 
Branches in New York City: 67 
Foreign Branches: 52 branches in the following countries: 
Argentina, Brazil, Panama Canal Zone, Chile, 
Columbia, Cuba, England, France, Hong Kong, 
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Japan, Mexico, Peru, Phillipines, Puerto Rico, 
Republic of Panama, Singapore, Uruguay, Venezuela 
Correspondent Banks: 3,170 
Person Interviewed: Mr. Lawlor, Public Relations Department 
Method of Interview: Personal 
Media~ E.l ~NCB~ Promoting .,lli Public~ Customer Relations: 
1. Newspaper: Newspaper advertising is the most important media. 
The bank has no specific break-down in its advert ising budget, but 
roughly the cost of newspaper advertising constitutes 50%. 
2. Magazines: Advertisements appear in many national magazines. 
The bank has no idea of the total nwnber of magazines employed. Among 
the .magazines employed are Fortune, Business Week, U.s. News World Report, 
News~~ek. 
3. Specia:}.t_z Advertisingll. No specialty advertising. Finds 
difficulty in distributing these specialities e quitably. 
4. Television: 11:00 P.M. news on WNBT Channel 4 every day. 
5. Radio: None 
6. Direct}r-Ez,-Mail Brochures: Advert ising brochures are sent 
with the monthly st atements to the customers. Emphasis is put on the 
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Compound Interest Accounts, Small Loans and Special Checking Accounts. 
The NCB has done a good job in these directions for the last ten years 
and as a result is way ahead of its rival in New York, the Chase 
National Bank. As of December, 1951, the bank has 433,000 Compound 
Interest Accounts, with an aggregate deposit of $299,000,000 which con-
stitutes one of the largest thrift groups in the country. 
7. Press Relations: The NCB is very cooperative to the press in 
getting the informations they want. It also distributes studies of 
banking and financial interests to the various banks and to the major 
industri es. A very important contribution the NCB has made is the pub-
lication of the NCB MOn~Letter. 200,000 copies of this Letter are 
circularized every month. This Monthly Letter also appears in Spanish 
and Portugese. 
8. Direct Customers Relations: The NCB divides its area of 
business into three groups~ 
1. Metropolitan Group -- Greater New York City 
2. Overseas Division 
3. Domestic Division (Outside of New York City) 
The Domestic Division is subdivided into 7 districts: 
(a) New England and Nev1 Yol.'k District 
(b) Indiana, Ohio and Michigan District 
(c) Central Atlantic District 
(d) Middle Western District 
(e) South District 
(f) South Western District 
(f) Western District 
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Each district is beaded by one vice-president, one assistant vice-
president, several assistant cashiers and other officers. The duties 
of these officers are to call on various old and new and prospective 
customers. They are to report back to the NOB head quarters for any 
developments in their districts. 
9. Exhibits: The NCB has one Gold Coin Exhibit which is often 
loaned to other banks for display purposes. It also has one Silver 
Dollar exhibit which is on display at its bead office and has been for 
many years. There are 336 silver coins in this exhibit. 
10. Schools~ Colleges: Officers are available for speeches 
at schools and colleges upon re quest. Three or four officers are 
assigned to interview high school and college graduates for recruiting 
purposes. 
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Characteristics of~ NCB's Public Relation and Customer Relation 
Pregrams: 
The NCB bas the second largest assets among the banks in the 
country. It is surprising to find tbat such a big bank bas such a 
lack of interest in its Public Relations Department. It has done very 
little, if any at all, institutional advertising for the benefit of 
the banking industry. The NCB has world-wide banking, but such fact 
is not well publicized. The only activities with any resemblance of 
public relations promotion are its advertisements in the Thrift Jccount 
and the NCB's Traveler' Checks. These are in fact straight advert ising. 
The NCB seems to dpend on tbe promotion of its Public Relation 
and Customer Relation upon tbepersonal efforts of its officers and 
employees alone. Its other programs in this direction are half-
hearted affairs, lacking in planning and follow-through. 
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MELLON NATIONAL ~ ~ TRUST COlvfP_:Uff OF PIT'IBBURG 
REPORT ON THE PUBLIC RELATION .AND CU'ST01l:ER ID;L.tl..TION 
PROGR..!.\l.JB OF THE ?I'ITSBURG NATIONAL BANK AND TRIJST COIIlPliliY 
Head Office: Pittsburg 
Branches : 36 
Person Interviewed: Mr. Leland Barry 
Method of Interview: Correspondence 
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Number of Correspondent Banks: Not disclosed because of company policy 
Breakdown of Advertising :fudget: Not disclosed because of company policy 
~elevision: One weekly fifteen-minute television program. 
Radio: Several radio programs ranging from five minute spot news 
daily to t >ro fifteen minute news programs weekly. The radio programs 
are not used in the immediate Pittsburg area, but in connection vdth 
some of their local offices. 
The banlc adverti~es checking accounts, savings accounts and install-
ment loans about eq_ually. This applies to newspapers in various areas 
where the bank's branches are located. In Pittsburg during the past 
several months the bank had carried on institutional advertising pointing 
out the developments now taking place in the greater Pittsburg area. 
The bank has 244,000 savings accounts. 
The commercial banking officers of the PHB are assigned definite 
geographical areas of the country in which they solicit or service busi-
ness. 
The PlfB has no special p:gograms in connection with public schools, 
but members of their Personnel Department do .rraint ain various contacts 
with principals and vocational advisers. So far its t raining programs 
have been confined to programs vnthin specific departments. It plans to 
institute a more general tra ining program for supervisors some time in 
the fall of 1952. 
FIRST NATIONAL B.~ OF CHICAGO 
--
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REPORTS .9,!! ~ PUBLIC REL\ TION ~ CUSTOMER REL4.TION PROGRAM 
OF ~ FIRST NATIONAL ~ .2! CHICAGO 
Head Office: Dearborn, Monroe and Clark Street, Chicago. 
Domestic Branches: None. 
Correspondent Banks: About 1800. 
Person Interviewed: Mr. H. W. Lewis, director, Public Relations Dept. 
:Method. of Interview: Correspondence 
Breakdown~ Advertising Budget: 
Newspapers 36% Radio O% 
Magazines ~fo Displays 0% 
Television lo% Outdoor Advertising 29% 
Media Employed !z ~ ~ ~ Promoting lli Public ~ Customer Relations: 
1. Newspaper. Nevrspaper advertising is still the most important 
method in FNB's public relations program. It constitutes 36% of its 
total advertising budget. Advertisements appear in local newspapers only. 
2. Magazines. The F.NB spends a% of its advertising budget on 
magazine advertising. This indicates that it does not rely much on 
this particular medium of advertising. Advertisements, however, are 
placed in national banking and financial .ne.gazines, e.g., Banking, 
Burrough's Clearing Houa e. 
3. Radio. No radio programs at the present. It is, however, 
under consideration. 
4. Television. The F.NB has a fifteen minute program of news 
analysis by Mr. Clifton Utley, a well-known news commentator of the 
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middle vrest. The conunercial of' this program is handled by a member of' 
the bank, Mr. Carlton Kadell, who is given a script of' the subject on 
which he i s to speak each ?reek. Strong emphasis is placed on the savings 
programs and features of' these programs are advertised once in every 
three performances. The :ENE is speniing more money on TV than on .maga.-
zines as the budget for the former exceeds that of the latter by 2% 
of the total budget. 
5. Direct-.&-~ Brochures. The bank does little promotion 
through this JOOdium. Other than occasional brochures sent along with 
customers' statements, the bank publishes no booklet or literature of 
any kind. 
6. Direct Customers' Relations. The F.NB is unique in the fact 
that for over forty years it has operated the commercial part of the 
bank on a "Divisiona l Basis;" in other \\TOrds, it classifies business 
according to industry. There are ten divisions, nine of' which deal 
\~th customers engaged in the various forms of' commerce, industry, and 
prof'essions; one with intermediate and serial loans. The divis ions 
are as follo·ws: 
Division f:.: Meat Products, Grain, Flour, Feed, Seed, Live Stock, 
Commission, Coal, Doctors, and Lawyers. 
Personnel: Two vice-presidents, one assistant vice-president, one 
assistant cashier. 
Division B: Textiles, Clothing, Dry Goods, Millinery, Department 
................ _ 
Stores, Mail Order Houses, Furs, Merchandising Sundries, J"ewelers. 
Personnel: One vice-president, tvro assistant vice-presidents, two 
assistant cashiers. 
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Division Q: Iren, Steel, Non-Ferrous Metals, Automobiles, Machinery, 
Agr i cultural Implements, Electric Products , Radio, Television, Manufac-
turing Sundries. 
Personnel: Two vice-presidents, t wo assistant cashiers. 
Division~: Insurance, Publishing , Advertising, Graphic Arts, 
Paper and Paper Products, Installment Financing, Mi s cellaneous. 
Personnel: One Vice-president and cashier, one vice-president, one 
assistant 'Vice-president, one assistant cashier. 
Women's Banking Department: 
Personnel: One assistant vice~president, two assistant cashiers. 
Di visdon _!: Groceries, C~ers, Chemicals , Drugs, Product and 
Cold StOl'age, Dairy PrOducts, Brewers, Distillers, Sugar, Confectionery, 
Tobacco, Laundries, Hotels, Morticians, Educational and Religious In-
stitions. 
Personnel: Three vice-presidents, one assistant vice-president, 
three assistant cashiers. 
Division F: Banks and Bankers. 
Personnel: Two vice-presidents, five assistant-presidents, four 
assistant cashiers. 
Division Q: Hides and Leather, Boots and Shoes, Tires and Rubber, 
Mortgage Bankers, Real Estate, Musical Instruments, Savings and Loan 
Associations, Public, Officials. 
Personnel: Two vice-presidents, one assistant vice-president, 
three assistant cashiers. 
Division H: Stock Brokers, Investment Dealers, Capitalists, Amuse-
ments, Estates, Transportation, Public Utilities, Custom House Brokers, 
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Warehouse and Forwarders. 
Personnel: One vice-president, one assistant vice-president, tv~ 
assistant cashiers. 
Division I: Petroleum, Building Materials, Cement Stone, Bricks, 
Paints, Glass, Lumber, Furniture, Plumbing and Heating Supplies, Hard-
~rere, Accountants, Engineers, Contractors, Architects. 
Personnel: Four vice-presidents, one assistant vice-president, 
three assistant cashiers. 
Division J: Intermediate and Serial Loans. 
Personnel: Two vice-presidents, tv10 assistant cashiers. 
The FNB believes that in runni ng the bank this vvay, it has an 
advantage over other banks in that the officers of' the divisions become 
specialists in their particular field. Besides , the officers get to 
lmow the accounts under their charge personal ly and excellent customer 
r elations are thus fostered. 
The FNB is also unique in having as part of this individual diVisional 
organization a special department for handling accounts of' women to 
provide a complete commercial banking service for them. 
Another uni que feature of the F.NB's commercial policies is its 
tremendous emphasis upon savings, and of course to have savings accounts 
vdth them. To this end the bank has constantly advertised for savings 
over a 45 year period and today is the largest savings bank in the world 
under one roof, vdth the exceptions of mutual savings bank. Over 340,000 
of these accounts have a deposit of $426,000,000. The bank gives to 
each savings account customer a free Save-By-Mail Kit for their convenience 
in depositing by mail. 
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7. Poster Board Advertising • . The FNB is somewhat unique in the 
employment of poster board advertising. This is highly successful and 
the importance to the bank can be seen by the high percentage of the ad-
vertising budget appropriated to this medium, which constitutes 28% 
of the total budget, second only to the 38% of the newspapers. 
At present, the FNB has 127 outdoor boards in use, seven of which 
are pa inted boards which do not attempt to advertise anything in par-
ticular except to display the bank's name in gold lettering on a cream 
background and with neon lighting for the boards. One hundred and twenty 
of the boards are the poster type on which the bank carries messages 
advertising principally its savings business, although occasionally 
the bank uses them for other departments. The poster boards are changed 
regularly with a message being changed every three months. 
8. Bank and Business Conferences. The FNB is noted for its 
--
country bank coni'erences · which w:lre started five years ago with an 
attenaance of approximately 350 bankers from the smaller banks through-
out the United States. At these conferences the FNB has speakers of 
great ability on subjects of vital interest to these bankers. These 
conferences usua lly last t~~ days. These conferences have been going 
so well since their inception that at the last one which was ~nducted 
in the fall of 1951, over 1100 bankers f'rom 39 states came to the meeting. 
The l!'NB also C.onducts "Round Table Conferences" for business exec-
utives and also '~ension Round Tables" for presidents and executives of 
large corporations. These also have aroused great interest and the bank 
finds the guests coming from all parts of the United St ates to participate. 
9. "Success Story." In 'their advertisements, the JlNB will, 
whenever possible, try to feature a "success story," that is, to 
tell about some business ·which was small when the FNB began to work 
with it and which grew successfully under its financial guidance and 
advice. 
10. The Largest ~ Friendliest Police Force. The :mB has 
the largest police force in the State of Illinois with the exception 
of the cities of Chicago and Peoria. These officers are specially 
trained to handle the public courteously and efficiently. They do 
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an excellent job in seeing that cru.stomers are guided to the proper 
person or department in the bank, thus avoiding an annoyance common to 
large banks. 
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"Success Stories" 
The following are two illustrations of how the unique Divisional 
Organization of the FNB operates: 
(They appear- in the FNB's advertisements in the newspapers) 
Clarence Cross, vice-president of Division G, of the Commercial 
Banking Department tells this story ••• 
"Back in the early twenties, one of Division G' s clients was a 
small shoe .manufacturing company. A salesman of theirs bad been so 
impressed with the advisory and financial service we had given his 
company - he told us later - that he felt, with our help, he could 
successfully launch a shoe manufacturing business of his om. 
"He vras a forward-looking man. Our investigations showed him to 
be a good risk, and our knowledge of the field told us his plans had 
possibilities. In 1924 we loaned him $10,000. His rapid progress 
warranted subsequent loans which helped him build what today is one 
of the five largest shoe companies in America, with a volume running 
into many millions of dollars. 
"We are mighty proud to have played a part in the tremendous growth 
and prosperity this shoe company has achieved in just 28 years." 
* * * * * 
Thomas J. Butler, vice-fresident of Division B, of the Commercial 
Bal:J.king Department, tells of this story ••• 
"A young man in the dress .!IE.nufacturing business with his father 
decided to switch to retailing and open his own store. With a starting 
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capital of only $4000!,: p.e leased a 25-foot store .space on Milwaukee 
Avenue on a percentage -basis. His only fixtures were v-"ire coat hangers 
and pipe clothing racks. 
He needed more money for merchandise and came to us asking for 
$2000. That was October of 1931 --: the depth of the depression. His 
plans seemed reasonable, a~ we liked his spirit and his fierce will 
to succeed, so we gave him the money -- the first of many subsequent 
loans. 
''He began by seil.ling women's dresses at the single price of 
$2 .88. Soon after, he added women's coats at $4.88. In five months, 
he grossed $90,000 with a net of $12,000. 
"Keyed to the times, his business picked up fast, and he added 
more stores in and around Chicago. In 1951, his net sales eq_ualled 
$13,000,000. 
"To-day, he operates a chain of 29 \\Omen's shops in the Middle 
West, plus several important stores in the East~ For several years now 
his headquarters have been in New York City, but the First National 
Bsnk of Chicago is still his No. 1 bank. 
"Our assistance through the years played some part in this man's 
rapid rise, but the prime factors that contributed to his singular 
success were his rare enterprise and his courage to develop and build 
a business at a time when a good share of all other business was 
scarcely crawling, if not at a standstill." 
* * * * * * 
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The follovnng are two case stories of successful savings accounts 
at the :FNB: 
(They appear in the nevfflpaper advertisements of the bank} 
First~· Mrl and Mrs. Fred R. Rhode of 8316 Kedvale Avenue, 
Skokie, Illinois say: 
"Last Spring, Hertha and I were able to bly a home of our own 
and pay for part of it with money I'd been saving at The First National 
for over ten years. We also paid for the appliances we needed - re-
frigerator, washer, and drier 
really paid off big for us," 
out of our savings. Saving has 
"~\lhat sold me on the First National," says Fred Rhode, writer, 
"was the vrey the bank haildled my account while I was away with the 
Navy during World "Jar II. They treated me royally. So for thi s rea-
son alone, you can be sure I'll al·wa ys do my saving and banking at 
the Firs t National. " 
"We're all First savers in this house," se.ys Hertha Rhode. "I 
have an account there, and just last year we opened an account for 
Christine, our ~ ye ar old daughter. Fred and I know the advantages 
of systematic saving , so ~e're teaching Christy the habit of thrift 
from the very start." 
****** 
Second Case. 
"Saving at the First helped put this gr-and new car in my garage," 
says Mrs. El aine D. Campbell of 1 210 Gregory Avenue, Wilmette, Illinois. 
"I •ve carried a savings account a t the First for years. I kneVl that 
someday I'd be glad Dad taught me to save. Now-- what a wonderfUl 
feeling to be able to pay for most of my new car right out of my 
savings.'' 
"My father encouraged me to be thrifty, " says Elaine Campbell, 
white-collar girl vJho supports her 7 year old son Bruce, "by starting 
my savings account at the First when I was very young. My car is just 
one way in ·which systematic saYing had paid off for me." 
11Bruce ~·rant ed a bike ," says Mrs. Campbe ll, "but I made him earn 
the money, then save it in his O\Vll savings account, although I did 
match his savings, dollar for dollar. Novv- he 's learning he can have 
the things he wants, only if he saves his money." 
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Characteristics of the Public .Relation and Customer Relation Of the FNB 
-- --- ... ----
of Chicago. 
First characteristic: The first characteristic of the public 
relation and customer r e lation programs of the FNB is its comparatively 
high degree of emphasis upon institutional relations as against straight 
commercial advertising. \'Te can find illustrations to this statement 
in the bank and business conferences conducted by the bank. This is 
real institutional relation promotion, which is very rarely found among 
the banks to-day. These conferences also win much favourable public 
relation and prestige for the bank. 
Another illustration to this statement is that, in the bank's 
advertising for promoting savings by the public, it explains a lot 
of basic economic facts to the public and stresses the importance of 
the banking industry in the operations of all other industries. 
The second characteristic is the unique features of some of the 
media employed by the bank in promoting its customer relations. The 
use of poster boards is uni que, and so is the "divisional basis" 
upon which all industries are classified. Another feature which is 
also unique 1rlth the customer relation promotion is the establishment 
of the Women's Banking Department. The "Success Storyn feature is a 
very shrewd and efficient method of promoting favourable customer re-
lation and good-v.rill. 
However, like all the other banks in this country to-day, the 
FNB is· relying upon its officers and employees to do the greatest 
share of public and customer relation promotionl 
A great handicap to the FNB is that the FNB is prohibited by the 
state banking lav; of Illinois to establish any branch anywhere in the 
city. This is probably the reason why this bank cannot grow to the 
top w1 th the Bank of America, the National City Bank of Nevv York and 
the Chase National Bank. This fact has serious effects on its public 
and customer relation programs. One very illustrative fact to this 
viewpoint is the total absence of window display, as seen in the ai-
vertising budget appropriations. There are just not enough windows 
to display. 
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The inconvenience of having no branches probably costs the bank 
great volume of crommercial banking accounts, small checking account and 
small loans business. This probably forced the bank to ooncentrate 
so much on its s avings accounts business. 
The public and customer relation programs of the FNB are efficient, 
original, and ~essive, and well-planned. They rank on the top 
vdth those of the Bank of America and the Chase National Bank of New 
York. 
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BANK OF AMERICA OF CALIFORNIA 
REPORT ON THE PUBLIC RELATION AND CUSTOMER RELATION 
PROGRAM OF THE BANK OF .AMERICA 
Branch Banks: 529 branches in California, 25 military banking facil-
ities in California and one in Saipan, 8 overseas 
banking offices including the Duesselforf branch of 
Bank of America (International) and offices of reP-
resentatives in New York, Paris, Milan, Zurich, and 
Mexico City. 
Correspondent Banks: The Ba..'lk has correspondent banks all over the 
principal countries of the world, including western 
Europe, Central and South America, Australia, New 
Zealand, India, Pakistan, and all countries of the 
Far East. 
Person Interviewed: Mr. Louis B. Lundborg, Vice President. 
Method of Interview: Correspondence 
~dia Employed: 
Newspaper. Newspaper advertising constitutes the largest portion 
of the Bank's promotional activities. Much promotion for the entire 
banking system has been carried out. 
Magazines. Advertisements appear in all leading financial magazines. 
Radio and Television. The Bank has programs in all the major 
networks of the area in both radio and television. 
Other Programs and Activities: 
Participation in Civic Affairs. 
Though not a formal program, one of the most significant contributions 
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is that nade by individual officers in their communities. Thousands 
of them belong to clubs and community organizations and participate 
in civic projects. By devoting their time, talent, and prestige in 
this way, they are performing a vrorth-while public service, maintaining 
the public relations standard of the bank, and providing themselves 
with opportunities for personal ~h. 
Support of Worthy Projects. 
Each year the Bank contributes liberally to the support of worthy 
undertakings. Financial backing is given to the American Red Cross, 
Community Chess, March of Dimes, and similar projects. To this corporate 
support must be added that of the individual employees and officers 
who regularly give generously to such campaigns. 
Achievement Awards. 
In four separate areas of competition throughout the State, high 
school seniors each year will compete for some 51 000 awards and trophies 
and more than $30,000 11l1 cash awards. (For 1952 there were 5,000 
awards and $32,000 in cash prizes). These awards are made in four 
general fields of education: Science and Mathematics; Fine Arts; 
Liberal Arts; and Vocational Arts. The a:vrards are nade on the basis 
of scholarship, leadership, and promise of future success and service 
to society. This program-is now in its sixth year in the Los Angeles 
School System, its fourth year in the nine Bay Area counties, and it 
is being introduced in 1950 to the remaining high schools in the State. 
Speaker's Bureau. 
A Speakers' Bureau, composed of several hundred Bankamericans, 
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stands ready to fill engagements at the request of schools, clubs, 
churches, and other organizations. Subject matter of the talks is 
quite varied and not entirely confined to banking topics. Hundreds 
of ~~ese requests are filled eve~J year. 
Small Business Advisory Service. 
This service has been<Eveloped as an information source to small 
businessmen unable to devote time and money to research and analysis. 
When sufficient data is accumulated on a particular business, a pam-
phlet is published for distribution to interested business people, 
and specific questions on any l::usiness problem may be directed to this 
Service. 
~Youth Field Days. 
In cooperation with various farm agencies, the Bank of America 
is continuing to sponsor Field Days for the 4-H Clubs and Future 
Far.100r units throughout the State. Prizes are awarded by the Bank 
to champion demonstration and judging teams and to individual winners 
in other contests. As many as 5,000 people attend a single event. 
11Buy ~ Sales Training Program. 
During the 11 Buy Now" campaign, the Bank of America, jointly with 
the State Department of Education, sponsored special six-hour sales 
training courses designed to assist sales personnel of small business. 
The courses were available throughout the State in cooperation with 
local school districts and were taught by experts in their fields. These 
courses may be followed up later on by a longer and more comprehensive 
training program, if deemed advisable. 
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Giannini Foundation of ~ College of Agriculture. 
Founded by A. P. Giannini's gift to the University of California 
totaling sane two million dollars, an agricultural e.xperimmtation 
station has operated for many years. Typical of the many benefits 
the whole State has derived from A. P. fs gift, the Foundation had 
completed an important study of the ground water conditions in California. 
!• E• Giannini Foundation. 
Establ iahed by A .P. himself, this fund is of particular signi-
ficance. In addition "00 the .. scholarships it provides for Bankauericans, 
this Foundation has the additional objectives of: 
(1) Promoting the study of diseases which impair too human 
body. 
(2) Aiding, establishing, or maintaining scholarships, 
foundations, or research laboratories dedicated to the 
above purpose. 
Characteristics 
The Bank of Ansrica has by far the · best program. Besides being 
the most thorough and intensive, the program is very progressive and 
aggressive. 
...-- -
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The following is quoted directly from a pamphlet published by the 
Bank of America. 
I. GENERAL POLICIES TO GOVERN THE BANK'S 
PUBI.IC RELATIONS ACTIVITIES-
A. Policies of Internal Interest ~~;=;;;~ -· - ;;;;~~.:-= =...-.;;;~-. 
1. Background 
a. It is recognized that the continued existence of the 
Bank of America as a private enterprise depends on 
public sanction. 
b. It is recognized that an unfriendly public can, by 
regulation and restriction, so cripple or hinder tre 
operation of the bank that while it may remain 
nominally a free enterprise, it can no longer perform 
the effective public service that is its aim. It 
shall be the policy, therefore, to seek from the 
public the right not only to exist, but also to be 
free fro:r.t the ha.rassm:mt of unnecessary and unrea-
sonable regulation. 
c. It is recognized that because the Bank of .America has 
attained a pre-eminent position; because its growth 
was spectacular; because it was the first .American 
branch bank to attain world leadership; because it 
was the f:irst Western bank to challenge Eastern 
supremacy; and because it has shattered tradition in 
many instances,- it has become especially conspicuous 
and the focus of unusual public attention. The Bank 
of America, therefore, must be particularly concerned 
with its program of public relations. 
2. Objectives of Program 
a. It is recognized that the public relations program of 
the Bank of America has as its ultimate objective 
the maintaining of public good will toward and support 
of four major considerations: ' 
(l) Bank of America 
(2) Branch banking and its advantages 
(3) Private owndership and operation of banks 
( 4) Free American enterprise 
(5) Sound development of California 
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b. It is recognized that the primary purpose of a public 
relations program is the assuring of public ~od will. 
While increased bank business will follow improved 
public relations, the budgeting, conducting, and eval.-
uating of the public relations program should be re-
lated to the attaining of public acceptance, rather 
than to the merchandising of bank services. 
3. Nature ~Scope 2f Program 
a. It is recognized that three major aspects of a public 
relations program are: 
(1) So conducting the operations of the bank as to 
be worthy of public support; 
(2) So organizing and conducting an internal program 
as to assure a general interest in and a desire 
for good public relations, a spirit of teamwork 
and coordination of effort, and a knowledge of 
good public relations procedures and techniques; 
and 
(3) So utilizing this basis and all media available 
in a public contact program as to assure a 
comprehensive interpretation of the bank to the 
public. 
b. It is recognized that tre general public is composed 
of various segnents which can best be reached through 
specialized approaches and that a program must in-
clude a systemat i c approach to each type of public. 
c. It is recognized that an effective public relations 
program must be continuous, comprehensive, and coor-
dinated, and that an effective public relations pro-
g;ram must include short and long-range planning, 
provision far continuous appraisal and evaluation of 
progress &nd results, and adequate reporting to 
management. 
4. Responsibility and Participation. 
a. It is recognized that effective public relatio~~ must 
stem from senior management; that managem:mt must 
a~knowledge the importance of public rel·ations by 
constant attention, by devoting administrative authority 
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to the attaining of public relations objectives, by 
giving adequate consideration to public relations 
effects before arriving at decisions on bank policy 
and action, and by adequate public relations inter-
pretation in the communication of those decisions. 
b. It is recognized that an effective public relations 
program must have the attention and support of all 
staff members, branches, and departments. 
c. It is recognized that a public relations program must 
provide for the continuous encouragement of suggestions 
for improvement from all sources; and equal care JIDlet 
be taken to keep employees informed of bank actions 
and developments. 
d. It is recognized that the branch and the branch 
manager are of particular importance in the public 
relations activities of the bank and that the public 
relations program must contemplate the utilization 
of the full potentialities of the branches. 
e. It is recognized that a prerequisite of a good public 
relations program is the proper morale and attitude 
of its employees and that, therefore, enlightened 
personnel relations and staff training are important 
considerations. 
B. Policies of External Interest 
It is recognized that the public relations of the bank will 
inevitably reflect the basic beliefs of the institution, from 
senior management on down; and that, to be worthy of public 
approval and support, the bank must be guided by principles 
that are attuned to the public interest. The . following 
principles have guided and will guide t he Bank of .Anerica. 
1. Public Service -- The Bank of America is an institution 
for public services. 
2. Branch Banking - The public service lrllich is the aim 
of the Bank of America can be rendered best through branch 
banking. This bank constantly endeavors to provide to 
each California community, capable of supporting a bank, 
the complete resources of a major institution. 
3. Banking 12£. All - The services of this bank are maintained 
for the benefit of all. This bank was organized to give 
ser·:irice to the many rather than the few, and it aims to 
give the same attention to the small transaction as to the 
large. 
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4. Courtesy !:!!£ Service - This organization will make every 
effort to distinguish i t self above all other~ for courteous, 
friendly and efficient service. 
5. Bankin~ ~Every Need - This bank aims to extend its 
services to cover every legitimate financial need, and 
to maintain the truth of its advertising slogan "Tbe 
World's Most Complete Banking Service." 
6. Progress - This bank constantly seeks new services to 
meet the changing reeds am desires of the public. There 
is nothing static about the Bank of Ameri ca. Historically, 
this bank has led the way in embracing changes to improve 
banking. 
1. Vigor and Development-- This organization believes in 
being aggressive and new-business minded and .in constantly 
searching out new opportunities for progressive development 
and service. 
8. Efficient Operation - This bank emphasizes sound banking 
practices and careful management to assure economy, safety 
and the rendering of the greatest service at the lowest 
cost. The best interests of all - customers, stock-
holders, staff members and the public - are served by 
efficient operation. · 
9. Profit - This bank seeks to render services of such ex-
cellence· as command their widest use, and in so doing to 
return a ·fair and reasonable return of profit, at the . 
same time recognizing the principles often expressed 
by our founder that a fair business transacti on is one 
which accords a margin of profit to all concerned therein. 
10. California Development - This bank is dedicated to the 
building of ,Palifornia and believes that the future of 
the State is linked with the future of the bank, each 
contributing to the progress of the other. It is our 
belief that by enabling our state to keep free of the 
necessity of g:>ing to Eastern capitals of finance for 
credit we give our best assistance in the full develop.. 
ment of the economic and cultural resources of California. 
11. Community Development - This bank aims to make i tsel.t 
an i ntegral part of every community in which it serves; 
t herefore it will endeavor, both through its banking 
facilities and through the personal efforts of its 
officers and staff members, to contribute to the highest 
development of the community and to the success of its 
civic welfare and community betterment activities. We 
shall strive to uphold our standard as a good citizen and 
a good neighbor. 
II. 
12. 
13. 
lOJ-1-
Free Enterprise -- This organization believes that the 
American system of free enterprise under democratic law 
holds the greatest possibilities for economic well-being 
and for the personal development of the individual. 
The Bank of America pledges itself to support and strengthen 
the system of free enterprise, both through the bank's 
regular operations and through attention to public service • 
~ Competitors -- This organization, through vigorous 
effort and by offering superior values and service, aims 
to be an aggressive competitor; we also aim, however, to 
maintain relationships with our competitors on so high 
a level as to give evidence of the wholesomeness of the 
American system of competitive enterprise. We and our 
competitors have in common a devotion to and responsibility 
for the vitality of that system. We welcome clean, agg-
ressive competition in the belief that it is good for 
us and for the public we will seek to serve. 
INI'EGRATED PLAN FOR THE CONDUCT OF THE 
BANK'S PUBLfCRELATIONS ACTIVITIES-
A. General 
1. Upon approval. by management of this statement of policy 
and general outline of the bank's public relations 
procedure, it is recommended that steps be authorized 
to implement this program. 
2. Such implementation shall consist of specific projects, 
procedures, and undertakings designed to assure a com-
prehensive program of action, giving effect to the 
stated public relations policies and working toward 
the achievement of all objectives. 
B. Responsibilities 
1. Primary responsibility for the development of such 
public relations activities shall lie with the principal 
public relations officer of the bank, who will operate 
in close consultation and collaboration with interested 
Administrative officers. 
2. The administration of the bank's public relations program, 
including the activation and supervision of specific 
measures, will be through the regular branch departmental. 
channels, under assignments and direction of management. 
The public relations officer, through his counsel, assis-
tance, and purview of the overall program, will assast 
in assuring prosecution, coordination, and continuity 
of effort. 
105 
3. The Public Relations Committee shall be a policy committee., 
considering recommendations to management on major policy 
matters brought to its attention by management, the 
public relations officer, or its own membership. 
C. Procedure 
1. Contemplated steps that involve mw or altered policy 
shall be submitted to the Public Relations Committee for 
discussion and approval before being submitted to manage-
ment. Communication on all other activities 'Will be 
directly through administrative channels. The public 
relations officer may, however, seek the advice of the 
Committee on matters not involving policy decisions. 
2. The Public Relations Committee shall keep informed on 
Public Relations developments and shall evaluate from 
time to time the policies and activities of the Bank 
as they affect its public relations. It shall make 
recomrne~1ations to management which are suggested by 
these reviews and may call upon the public relations 
officer or other admL~istrative officers for such in-
fo rrllation as rray assist in this continuing security. 
, J. Suggestions on public relations matters from whatever 
. source, as well as any contemplated action by manage-
ment or administrative departments affecting public 
relations should be brought to the attention of the · 
public relations officer for public relations eval-
uation and for coordination with the public relations 
program. He may seek the recommendation of the Public 
Relations Committee on such items as he deems advisable. 
D. S~cific Steps 
Specific activities to be included in the program will be 
classified in several waJ~ for purposes of checking and 
testing the adequacy of the program. 
1. Classified El Major 
In terms of the three major aspects of a program enum-
erated in the Policies section, the activities may be 
classified as follows:-
a. Internal Analysis !.!!£ Counselling - to assure 
that the conduct of the bank makes it worthy of 
public support. 
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(1) Periodic review and appraisal of general 
policies of bank by Public Relations Committee. 
(2) Day-to-day evaluation and advice to management 
by public relations officer on current actions 
and decisions. 
(3) Conduct and analysis of attitude and opinion 
surveys. 
(4) Anal~rsis of public attitudes, both in relation 
to barut and in relation to political, economic 
and social trends. 
b. Internal Activities - to assure staff'wi.de interest 
good public relations and lmowledge of procedures 
and techniques. 
(l) Officer indoctrination activities 
(2) Staff training activities 
( 3) Communications techniques 
( 4) Supervisor'J contacts and relations 
(5) Morale-buildLl'lg activities 
c. External Activities - to demonstrate good character 
and assure comprehensive interpretati on to public. 
(1) Mass Communication and Educational Activities 
- -
(a) Publicity, service to press and all related 
activities. 
(b) Institutional advertising of all kinds and 
through all media. 
(c) Speakers ' Bureau, lectures, and all related 
activities. 
{2) Personal Contact and Other Individual Impressions 
(a) Outside the bank contacts 
(b) Inside the bank 
( 3) Public Service 
(a) Bank Act ivities 
(Achievement Awards, etc.) 
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(b) Community activities by officers and 
employees. 
(c) Service on boards, commissions, associa-
tions; and other public service by officers 
and employees. 
(d) Assistance to organizations, agencies and 
i:rrlividuals on financial, technical arrl 
other problema. 
(1) Schools, colleges and universities 
(2) Governmental agencies 
(3) Corporations 
(4) Cornrmmity organizations 
2. Classified £l Publics 
To assure that the. program will cover all segments of 
the public of concern to the bank, and to assist in 
evaluating the relative importance of each, trese public 
and subpublics will be catalogued, and programs will be 
developed specifically to deal with each. (Those already 
catalogued total 21 major publics and 89 distinct sub-
classifications). 
3. Classified £l Techniques 
A similar analysis and continuing appraisal will be 
made of methods, techniques and tools to be employed 
in approaching these publics. 
4. Classified £l Themes and Concepts 
A similar analysi s and cataloguing will be made of the 
themes, concepts and "propaganda" lines to be developed 
in the program. 
5. Data 
A data file will be developed and maintained, to be used 
as :raw material and "talking points" for the various parts 
of the program. 
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6. Manpower arid Resources 
The manpower and other resources available for the 
program will be analyzed and catalogued as to the 
place where each can be most effective. 
7. Cross Checking 
Each of these elements will be anaJ.yzed in relation 
to each of the others, to assure that the right 
methods are being employed to reach the right publics 
wit h the right message. 
For example, in planning and evaluating institutional 
advertising, there should be applied not only the 
general tests of readership or exposures, but cross-
checks of how well the institutional ads are conveying 
certain themes or 11 propaganda lines" ; how well they 
are reaching the publics that should be reached with 
that particular theme; how the ads are being timed 
in relation to any current problems or programs, etc. 
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FIRST NATIONAL BANK OF SEATTLE, WASHINGTON 
REPORT ON THE PUBLIC RELATION AND CUSTOMER RELATION 
PROGRAM OF SEATTLE FIRST NATIONAL BANK 
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Branch Banks: 52 (13 of which are in Seattle; 3 of which in Spokane) 
Correspondent Banks: The bank has correspondent connections with 90% 
of the other banks in the state and with all 
principal banks of the world. 
Person Interviewed: Gus Aspland, Jr., Assistant President, Adver-
tising and News Department 
Method of Interview: Correspondence 
Advertising Budget for 1952: $260,000 
Breakdown of Advertising Budget (!!to Media): 
Newspaper 
Radio 
Television 
outdoor 
Transit 
Trade and class publication 
Printing 
Production 
Signs ( Building ) 
Special Promotions 
Miscellaneous 
22.6% 
17.0 
11.3 
5.9 
.6 
2.0 
10.3 
8.9 
5.? 
4.8 
10.0 
Breakdown of Advertising Budget (~ to Kinds of Business): 
Regular Checking 4.0% 
Special Checking 10. 0 
Savings 10. 0 
Christmas Club 4.0 
Institutional 35.0 
Safe Deposit 5.0 
Consumer Credit 7.0 
Trust 9.0 
Foreign 5.0 
Real Estate Loans 5.0 
Commercial Loans .o 
Other 6.0 
Radio: The bank sponsored a number of radio programs throughout the 
state. The major shows include: 
1. "Voice of the Northwest,n a weekly 1/2 hour show featuring 
amateur choral group of the area - Seattle . 
2. Daily weather broadcast, 6:55 to 7 A.M. , five days a week ... 
Seattle. 
3. "Student Talent Revue," a weekly 1/ 2 hour show featuring 
college, highschool and other local talent - Bellingham. 
4. ttThree Star Final," nightly 10 o'clock 15 minute news roundup-
Spokane . 
5. Daily Farm Broadcast, noon to 12:15 - Spokane. 
6. Weekly farm visitation and discussion, 30 minutes - Yakima. 
7. Daily 8 p.m. weather broadcast -Wenatchee. 
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8. Sponsorship of high school football, basketball and other 
school activities as they occur - Mount Vernon, Bremerton, Puyallup~ 
Sumner, Raymond, South Bend, Omak, Okanogan, and Olympia. 
Television: 
lJ2 
The bank's television program consists of sponsorship of a one-
half hour show weekly on the single TV station in the state of Wash-
ington. This show features motion pictures of University of Washington 
sports events with comments by the coaches involved. The bank also 
sponsors live broadcasts of the University's football am basketball 
grunes when available. 
School Program: 
The bank's school program consists of talks by the bank's officers 
at schools whenever requested; visitations by students and the school 
savings program in seven of their branches. 
Characteristics: 
It The prime characteristic of our Bank is that we recogni 2e our 
obligation, as the area's largest financial institution, to banking 
the needs of a rapidly growing region. Our public relations program 
centers around development of the resources of the area. As the leader, 
we recognize our responsibility for better education about banking and 
continually strive to meet our responsibility. Because of our growth 
in the past 20 years we provide the area with a major bank that can 
handle the financial needs .n 
The characteristic of the public relations and customer relations 
program of the FNB is that of a very progressive and aggressive bank. 
The relative importance paid to farmers is a unique feature. 
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FIRST NATIONAL BANK £!: ATLANTA, GEORGIA 
REPORT ON THE PUBLIC RELATION AND CUSTOMER REL~TION 
PROGRAM OF THE FIRST NATIONAL BANK OF 
ATLANTA 
Branch Banks in Metropolitan Area: 5 
Correspondent Banks: 700 
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Person Interviewed: Wade G. Murrah, Business Development & Advertising 
Method of Interview: Correspondence 
1. Breakdown of Advertising Budget (As .:!22. Media)~ 
Newspaper 50% 
Direct by Mail 10% 
Radio & Television 10% 
Bank Journals 5% 
Statement Enclosures 5% 
Directory Advertising 5% 
Printing and Mechanical Preparation 15% 
2. Breakdown £f. Advertising Budget (As to Kinds of Business); 
Institutional 35% 
Consumer Credit 35% 
Savings 10% 
Safe Deposit 5% 
Trust 15% 
3. Radio advertising only. 
4. Distribution of pamphlet, 11How to Conduct Your Banking." 
5. Characteristics: 
The principal characteristic of this bank is that of a conservative 
commercial banking instit ution. Its public relations program so far con-
sists almost entirely of advertising and publicity. 
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UNITED STATES !>lti.TIONAL BANK OF OREGON 
REPORT ON THE Ft.JBLIC RELATION AND CUSTOMER RELATION PROGRAM 
OF TEE UNITED STATES NATIONAL BANK OF PORTLAND, OREGON 
Branch Banks: lU 
Correspondent Banks: 231 
Person Interviewed: D. R. Smith, Vice President 
Method of Interview: Correspondence 
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Advertising Budget: Flexible, usually in the low six figures per year. 
Advertising Media Employed: Newspaper, trade journals and radio. The 
Bank has spot announcements on the major radio stations throughout the 
state. As television is just entering this territory, the Bank is 
ready to allocate a substantial portion of its advertising budget to 
this type of program. 
School Program: The activities with the high schools and colleges of 
the state consist of le~ures, providing of films on banking subjects, 
participation in 4-H and Future Farmers of American and related programs. 
Work-college Plan:1 The Bank has a unique ''Work-Collegett plan 
combining college training and employment in the bank. It is a six-year 
program, upon gt"aduation the student will be guaranteed a position in 
the Bank. 
Direct Custom:~rs' Contact: The Bank has eight field representatives 
throughout the state who work with their agriculatural customers as 
well as with local businessmen. 
Characteristics: As indicated by the Bank's slogan "An Oregon Bahk 
Serving Oregon," it is a local bank serving local communities. Although 
the information supplied the Bank is scanty, the public relations program 
seems to be well-organized and fairly progressive. 
I. See Chapter II., p. 6. 
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SOUTH CAROLINA NATIONAL BANK 
REPORT ON TEE PUBLIC RH;LATION .AND CUSTOlllliR RELATION 
PROGRAM OF THB.: SOUTH C.AROLINA. NATIONAL BPl'iK 
Personal Interview: C. L. Cannon, Vice President 
Method of Interview: Correspondence 
The folloVTing is the body of the letter from Mr. Cannon: 
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'ryour letter of September 12th, addressed to the Manager of Public 
Relations Department of this bank, inqu iring about our public relations 
and advertising program, has been received. 
I do not believe we would be able to give you a lot of assistance, 
since our advertising program up to the present time has been limited. 
We are ~ite an old bank , having offices in a number of cities 
and tovms in this state; are well established, well known and have 
shovm a steady growth, and for that reason have not spent a great deal 
of money on advertising. However, we do expect, sometime in the near 
future, to do some advertisiilg~, , but our plans are incomplete and v~ 
doubt if information as to probably future plans '\\10uld be of much use 
to you. 11 
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~FIRST Ni1.TIOiifAL ~OF BIRMlliGHAM'j .A.LA.Bill.1A 
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Characteristics: The public relations program. is handled by the New 
Business Department and not by a separate department. It can probably 
be more accurately characterized by saying that it is based entirely 
on personal contact. The officers of the Bank are constantly calling 
on customers and prospective customers. The Bank feels that this is 
more effective than advertising. 
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TABLE I 
~~ Total Advertising Expenditure (14,070 cormnercial banks in the United States) 
1946 - $2L~,ooo,ooo 
l9LJ.7 30,000,000 
1948 32,000,000 
1949 ho,ooo,ooo 
1950 39,000,000 
1951 43,000,000 
1952 48,000,000 
~~k Comparison Advertising Budgets to Deposits - (154 banks reporting) 
Total 
Advertising 
Budget 
1952 
~}3,938,173 
Total 
Advertising 
Budget 
1940 
$2,113,666 
Total 
Advertising 
Budget 
1940 
$563, 990 
Average Total Average 
Advertising Deposits Deposits 
Budget in · in 
1952 1951 1951 
~~25 ,572 ~~8 , 7 30,000,000 s,P56, 688, 311 
~:-;~ 1952 vs 1940 (57 Banks Reporting) 
AY-e rage 
Advertising 
Budget 
1952 
Total 
Deposits 
in 
1951 
Average 
Deposits 
in 
1951 
Budget 
per Million 
of Deposits 
~~h51.10 
Budget 
per :Million 
of Deposit s 
$37,081 ~~,118,000 ,ooo :;p72, 245,614 $513.27 
Average 
Advertising 
Budget 
1940 
These figures not aYailable 
-:!- American Bankers Accociation 
~Pk Financial Public. Relation Association 
% to 
Deposits 
. 0451 
~ to 
Deposi ts 
.0513 
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-~~ Comparison of i1edia Us ed in 19.52 Or 19.Sl 
E:x:pendit uTes fo r 19.52 (1~4 banks r eport ing) 
No. of No. of 
Banks Banks Increased Decreased Same Total % of Aver age 
Used in Used in Budget Budget Budget Budget IDotal Budg~t 
Media 19.51 19.52 in 19.52 in 1952 in 1952 in 1952 in 1952 
Newspaper 154 1.5L~ 74 1.5 65 $1,078, 956 '27 .4 $7,006 
Bank 
Periodicals 69 69 21 13 3.5 103,670 2. 6 673 
Other 
Periodicals 68 66 9 15 44 9.5' 397 2.4 619 
Directories 112 106 13 . 20 79 71,543 1 . 8 464 
Radio 104 102 3.5 22 47 444,010 11.3 2, 883 
Television 21 22 13 l 7 278,668 7.1 1,804 
OUtdoor 86 83 31 . 23 32 270,302 6. 9 1,7.58 
Car & Bus 
Cards 36 34 14 9 13 73,.526 1.9 477 
Displays l Oh 92 26 20 58 7.5, 203 1.9 488 
Direct Mail 107 109 54 14 39 239,331 6.1 1,554 
Other Printed 
Matter 131 131 47 21 63 409, 553 10. 4 2, 657 
House Organ. 21 21 4 l 16 50,182 1.3 326 
State &. Nat 'l 
Adverti sing 25 24 6 4 15 18,416 .s 119 
Advertising 
Agency Fees 70 68 16 17 37 149, 955 3. 8 974 
Motion Pictures 37 37 ll 8 18 11,78 . 3 77 
Surveys 7 3 2 4 l .550 4 
Salaries & 
Overhead 7 8 3 1 3 42, 910 1.1 279 
Misc. 
Adverti sing 106 106 39 18 49 161,988 h.l 1,052 
Special 
66 67 Promotions 30 19 17 219,040 5.5 1,422 
Production 
Costs 54 49 23 10 21 143, 18.5 3. 6 930 
3,938,173 100.0% $25, .572 
~~ Survey by the Financial Public Relations Association 
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* Anal;y:si s of Bank Media • (154 Banks - ~'8 , 7 30, ooo, ooo deposits) 
. dvertising .t!iX:Pendi tures As To Percent of Total Expendi tures and to De:eos i t s 
o. of Dollar fb of Expendit '..re 
Banks Expenditure Total per 
Using Media Budget Adver tising til l ion 
Medi a in 1952 for 1952 Expenditure in Deposits 
ffi7spap cr 154 :•1, 07 8, 956 27.3 'i 123.59 
Bank Periodicals 69 10), 670 2. 7 11 . 88 
Other Periodicals 66 95' 397 2. 4 i0 . 93 
Directories 105 71,54.3 1. 8 13 . 20 
Radio 102 Wl4,010 11. 3 50 . 86 
Televis i on 22 278, 668 7.1 31. 2 
Billba r d & 
Outdoor Post ers 83 270, 302 6. 8 30. 96 
Car & Bus Car ds 34 73,526 1.9 8.42 
Poste rs , 'iindow 
7.5 , 203 8. 61 &. Lobby Displ ay 92 1.9 
Dir ect Mail 109 239, 331 6.1 27 . 41 
other Printed 
1\ atter 131 409, 5.53 10. 4 46. 91 
House Organs 21 50, 182 1.3 5. 75 
State & National 
Advertis ing 24 18, 416 .4 2.10 
Advertising 
68 149, 955 3. 8 . aency Fees 17 ._ .J 
~5otion Pictures 37 11,7 8 .3 1. 35 
Surveys 3 550 . o6 
Salaries f.:. Overhead 8 42 , 910 1.1 4. 92 
l';iisc . Adverti sing 106 161, 988 L~ . 2 18. 56 
Sp ecial _emotions 67 219, 040 5.5 2) . 09 
Pr oduction Costs 49 143,185 3. 7 16.40 
Total 3, 938,173 lOO . o-;b ~;451.10 
-;~ Survey b~r t he Financial blic Rel ations Association 
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TABLE V 
~~comparison of Advertising Budget s 1952 VS 1951 - (191 Banks Reporting ) 
Total Budget Total Budget Total % Increase 
1951 1952 Increases 
~?4 , 604,221 -~5' 167, 815 }563,594 12 . 24 
Increased Budget 1952 
No. of ;& of Total Budget Total Budget Tot al ; 0 
Banks Total 1951 1952 Increase Increase 
121 63.4 ~3 , 431 , 846 ~4 ,077,440 :;645 , 594 18. 8 
Decreased Bud~et 1952 
1No. of % of Total Budget Total Budget Total ,io 
Banks Total 1951 1952 Decrease Increase 
35 18. 3 ~~61.~3, 000 $561,000 ~82 ,000 12 . ? 
Same Bud et 1952 
No. of % of Total Budget Total Budget 'rotal 
Banks Total 1951 1952 Difference Difference 
35 18.3 ~p529 ' 375 $529, 375 0 0 
Comparison of Adver tising Budgets 1952 vs 1940 - (72 Banks Reporting) 
1940 1952 :b Increase 
Total Average '£ otal Budget Average in 13 years 
Budget Per Bank 1952 Per Bank 
;i;753 , l.~61 $10,465 :~2 , 548, 050 
338 
$35 , 389 
-)~ Financial 'ublic .H.elations Association 
SeTvices. Advertised ~f ( 154 Banks Reporting) 
( 89 Complete) 
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Banks ~ § ..C:: Q,b.DU Q) U ~ !=! Hr-1 ~. ~ e H C+-; !=! ..c:: Millions .PVVUP.UOO 0 O·rf 0 0 ct! m .p OP::P::~(J)<t:OO 0 ~ 0 0 (/) ~ li. (/) r:Q 0 
1 - 5 4 3 1 1 4 2: ~ a 3 4 l 1 4 3 
5- 10 1.3 910 4 12 8 7 10 I. 7 ll 3 1 7 9 4 
].0 - 20 23, 2]L 10 5 19 14 14 20 ~ 10 1 1 21. 12. 2 14 13 9 
HI l> 2.0 .... 30' 8 7 2: 3 7 6 5 8 4 1 8 6 3 6 4 7 
~ I 30 - 40 6 5 3 5 6 2 4 6 1 5 2 6 5 1 4 3 5 
ES. 
4o - 5o 5 4 3 2 3 2: 3 4 2 3 2 4 3 2. 3 ]. 
5o - 75 6 6 4 J 5 4 4 5 3 4 6 6 3 6 4 5 
75 - 100 2. 2 1 ~ 2 2: 2 2. 1 1 1 1 2 2 2: 2: 
100 - 2:50 14 14 8 9 11 4 614 1 7 2 11 13 14 8 10 9 7 
250 - 500 6 6 5 2 5 2. k 6 4 4 4 4 ~ 5 4 4 
5oo - 1ooo 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 
Over 1000 1 1 1 1 1 1 1 1 1 1 
Total 89 79 48 37 77 46 52 81 8 48 3 ~8 79 57 27 62: 55 46 
Pe rcent 100 88 54 42 86 52 59 91 9 54 3 31 89 64. 30 69 63 5a 
-11:- 1952 survey ~ the Financial Public: Relations Associations , Chicago, Ill. 
*Advertising Budgets; - ( 92: Banks Reporting ) 
0 
("\ 
.-I 
Average Average Salary 
Average Advertising Budget Use: Formula for Budget ~xpens:es 
Banks Deposits Budget per Million % oi! % of Prev. % of :!n budget 
Population Reporting (Millions) (Thousands ) of Deposits No Yes Deposits Gr. Profit Year Growth Need Yes No 
10M or less 6 $.3.6 $ 2'.0 $555 . 55- 4 1 1 3l 
].OM - 30M 17 13.7 6.0 43!7 .22 15 2: 1 ]. 114 
30M - 5-oM 11 14.6 7.7 52:7.39 8 2' l. 10 
50M - lOOM ll 26.3 lh.3 543'.72!. 10 1 11 
H I lOOM - 3.00M 24 63.0 2:4.4 3l87 .30 17 5 2_ 1 3\ 18 
H 
I>' ~ 300M - 5-00M 5 159.8 57.1 357.32: J 2: 1 1 5 
r:t1 ~ I 5oru - lOOOM~ 11 165.1 61,7 373.71 9 2 1 1 10 
Over lOOOM_ 7 416.6 151.7 ~4.1) 5- 2: 7 
* Financia~ Public Relations Association 
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TABLE VIII 
Nature of Deposits by Utilities * 
Connecticut 
Percentage in cash Percentage by check 
50 50 
Indiana 25 75 
Colorado 45 55 (tel.ephone) 
40 6o (gas & electric) I 
Vl . Virginia 10 90 
Missouri 10 90 
New Jersey 10 90 
I isconsin 38 62 
Connecticut 29 71 (electric) 
33 67 (telephone) 
39 61 (water) 
Minnesota 25 75 
Indiana 19 81 
Illinois 53 47 
Iona. 4 96 (electric) 
4 96 (water) 
ew York 10 90 
South Dakota 15 85 
Florida 25 75 
Pennsylvania 15 t$5 
Ohio 8l.t 18 (telephone ) 
87 13 (electric) 
75 25 (gas ) 
.;t Banking . l a.y 1952. P.52 
N -l~ Advertising Department s - ( 92 banks reporting) 
CV\ 
rl 
A.verage Advertising Advertising Department Average Bu~get 
Banks I)eposits N"umber of People 
Population Reporting (Millions:) (Thousands) Yes 1 2: J, ~ 5 -7 8 9 l2 
10M or less > $ 3· .• 6 $ 2.0 0 
1Cllli•30M 17 1J.7 6.0 9 1 ]L 1 
30M~C111' ll ~.6 7.7 8 7 1 
50M-lOOM. ll 26.3 14.3 6 4 2: 
100M ... 300M 24 63.0 24.4 13 3 5 2 2: 1 
H HI t;! 300M-5.00M 5 159.8 57.1 4 3 1 
~I 500M-1000M 11 165.1 61.7 8 1 2 2 1 1 1 
~ 
~ 
E-tl Over 1000M. 7 416.6 151.7 5 2 1 1 ]L 
* Financial Public Relations Association 
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